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Only on B ABA-TV, Richmond's 
#1 Merchandising station 



\EXpeditionary force: seven full-time mer- 
ging specialists who give you more exposure, more push, 
tiling power per ad dollar because they work with the stores 
\e your product. Here's how: Community Club Awards. In- 
tod and drug displays. Demonstrations, sampling, couponing, 
nndow displays. Food merchandising bar. Calls on jobbers, 
tiers, retailers. 
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WSIXTV 

Tops Them All In 
The Nashville Area 

LEADING IN . . . 

6 out of TOP 
10 

3 out of TOPE 
SHOWS 



'Source Jan i960 Nielson Report 

★ WSlXsELLS WITH TOWER HEIGHT 

2049 ft. above sea level . . . nane taller 
permitted in this area by CAA. 

★ WSlXsELLS WITH POWER 

316,000 powerful watts . . . 
maximum — permitted by FCC. 



WSlX SELLS WITH EFFICIENCY 

Maximum coverage and law cast per j 
thousand make WSIX-TV yaur mast 
efficient buy in the rich Middle Tennessee, 
Southern Kentucky, Northern Alabama 
TVA area. 



(X) 



CHECK THESE 

FACTS: 



|X| TV Homes — 370,700 
(X) Population — 1,965,500 
X) Effective Buying Income — 

$2,155,86B,000 
|X) Retail Sales — 

$1,5B5,30B,000 

• Source Television Magazine 
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PEOPLE 
work - pi ay - LIVE 

by RADIO! 




WHO 

?RD6HAM 
SCHEDULE 




WHO Radio Holds a Big Lead in Total Radio Audience 
in America's 14th Largest Radio Market, Sign-On to Sign-Off! 



T} ADIO'S a family affair in the vast 93- 
county area called "Iowa PLUS!" Yes 
Sir, here in "Iowa PLUS" — as in few other mar- 
kets in the country — thousands of high-income 
families WORK, PLAY, LIVE by RADIO! 

These families recognize and demand mature 
radio. They know WHO Radio fills the bill. 
WHO Radio is, and has been for 36 years, 
aggressive, alert, alive! WHO is radio at its 
sparkling best; offering the finest in enter- 
tainment, news, sports, and special features. 

The 93-county area Pulse Report (Feb.- 
March, 1959) gives WHO Radio from 18% 
to 35% of the total radio listening audience 
— first place in every quarter hour surveyed 



— the balance being divided among 88 other 
stations! 

See that your announcements reach "Iowa 
PL-US" — the "cream" of Iowa's tremendous 
radio audience! Your PGW Colonel has the 
details on Iowa's only big-audience station! 

WHO 

for Iowa PLUS ! 

Des Moines . . . 50,000 Watts 

NBC Affiliate 

I WHO Radio is part of Central Broadcasting Company. I 
which also owns and operates 
WHO-TV, Des Moines; V/OC-TV, Davenport 

Col. B. J. Palmer, President 
P. A. Loyet. Resident Manager 
Robert H. Harter, Sales Manager 

^HB^3" Peters, Griffin, Woodward, Inc. Keprisrntjnies 
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In February 
NBC Television 
reprogrammed 
its afternoon 
lineup. Here 
are the dramatic 
results, 
according to 
Nielsen* 



Fact. . . 

the big 

daytime trend . 
is to NBC. 

Average rating 
up 22%... from 7.6 to 9.3 

A verage share of audience 
up 10%... from 33.5 to 37.0 

Average homes per minute 
up 24%... from 3,193,000 
to 3,956,000 



Fact... 

NBC's morning 
leadership continues. 

21% greater share 
of audience than the at 4:30.. . up in 



Fact. . . 

NBC's afternoon 
audience increased 2$ 

Every time period 
from Queen For A Day\ 
at 2 pm to Adventure ) 



second network. 

87% greater 
share than the 
third network. 



share of audience. 

The Loretta Young 
Theatre... up 63% over 
the former program. 



look what's happening 



'act... 

BC wins half 
oil top-rated 
If hours. 

1C... 6 half hours 
.'.#2... 6 half hours 
.#3 ... 0 half hours 

y;y NBC program 
\pt one reaches more 
=s per average minute 
any program on 
tird network.) 



Fact... 

Six of NBC's seven 
audience participation 
programs out-pull competing 

programming on both 

of the other networks. 



NBC Average. . . 4,100,000 
Homes Per Minute 

Net.#2 A verage. . . 3, 700,000 
Homes Per Minute 

Net.*3 Average. . . 2,500,000 
Homes Per Minute 



Fact... 

NBC leads in 
overall average 
program share. 

NBC... 37.0 
Net.#2...36.7 
Net. #3... 23. 2 



NBC 

TELEVISION 
NETWORK 



i broad daylight ! 



WHEN 




THAT 
KEEPS THE 

BIG MAN 

HAPPY . . . 




WHY 



KEEP 
SEARCHING 
WHEN . . . 



WALB-TV 



CH. 10 — ALBANY, GA. 

is the only primary 
NBC outlet between 
Atlanta and the Gulf . . . 
in a f740 million market! 

Represented nationally by 
Venard, Rintoul 0 McConnell, Inc. 
In the South by James S. Ayers Co. 



NEWSMAKER 

of the week 




Clair M. McCollough, chairman of a three-man policy con 
mittee to direct XAB until a new president is named, tin 
week delivered the keynote speech at the iSAB Conventioi 
urging stations to regulate themselves in cleaning up businei 
practices regarding vague and changeable station rate card\ 



The newsmaker: Clair M. McCollough was the center 
attention at the NAB Convention's first day of meeting. He h 
been named to receive the 1960 NAB distinguished achievemt 
award. Following the death of Harold E, Fellows last month a 
until a new NAB president is named, he was the spokesman of t 
NAB for the trade and the public. 

Mr. McCollough's keynote speech made three main points. Fir 
stations must regulate themselves 
to clean up certain business prac- 
tices; second, they must endeavor 
to build a better appearance be- 
fore the public, and third, they 
should be more willing to see the 
accomplishment of the NAB itself. 

It was only the first of these 
points that the NAB policy com- 
mittee chairman developed in any 
detail. He asked whether stations 
were selling or bartering. If they 
were really selling, he cautioned 
against continued rate manipula- 
tion, trade deals and rate cutting — or the absence of any rates at al 

He also warned NAB members not to underestimate the organ, 
zation. "You could pay your dues for the rest of your life and sli 
owe money on the obligation," he said. 

Trade observers at the NAB meeting were aware of the tentati 
nature of Mr. McCollough's position as policy chairman. His a« 
dress could not, of course, commit the NAB to new policies until 
new president is named. 

Mr. McCollough's broadcasting career commenced in 1929 I 
WGAL, Lancaster, and he has been identified with Pennsylvania sta 
tions ever since. He founded the Pennsylvania Broadcasters Ass>! 
ciation in 1932, and has served the NAB repeatedly for 20 years o. 
committe assignments and as convention chairman. 

In 1955 he was a key figure in planning and launching TvB. II 
is also chairman of TIC which organized TIO last year. 

Native of Pennsylvania, Mr. McCollough has contributed effort! 
on behalf of civil defense, the Red Cross and The National Confei 
ence of Christians and Jews. He resides with his wife and daughte] 
in Lancaster. 



Clair M. McCollough 
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INTRODUCING . . . 

The new WTCN Gopher 
Twins. They'll Bring you 
Exciting News of WTCN 
in the months ahead. 



Watch for the WTCN gopher twins . . . 
call your Katz man for availabilities 
in the Twin Cities on WTCN radio 
' and television. 



U/ELCC? 




T W I N CITIES 




wtcn 



TELEVISION 
AND RADIO 



ABC STATIONS FOR MINNEAPOLIS • ST. PAUL. 
Represented Nationally by the KATZ Agency 



PRIME TIME 
FEATURES 
TOPPLE 
NETWORK 
GIANTS ! 




"MOVIE OF THE WEEK" 
(7:00 P.M. Wednesdays) 
took 68% of the audience 
with a March 9th Trendex 
rating of 41.1 against 
highly-touted "Wagon 
Train" (24% share and a 
rating of only 14.1). 
Against "The Price is 
Right", "Movie of the 
Week" zoomed to 
a 45.1 Trendex. 

Here's perfect proof that 
alert promotion combined 
with potent programming 
pays off in the rich 
Southern New England 
market. Get your share! 
Call Blair or Gene Wilkin 
at PL. 1-9776. 
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'HE POWER OF PEOPLE, not machines, or technology, or formula, but Wll 
iterested, thinking, warm-hearted and loyal people are selling your products Louis 
p ( nd services every day at the Balaban Stations. Nothing sells people like people ^^^^ 



> i .nd at Balaban, we've got people . . . the right kind . . . the right amount to sell 



Dallas 
WRIT 



you. Meet just a sampling of our key personnel. Milwaukee 

HE MOST EXPERIENCED FLAGSHIP STATIONS IN THE NATION 



THE BALABAN STATIONS 

in tempo tcith the times 
John F. Box, Jr., 
Managing Director 
SOLD NATIONALLY BY 
ROBERT E. EASTMAN 



Mfk Btrflii StrwhoU 

t "1 Gtn Mp..WRlT 



1 



Chuck Bon M.lloti Kittta 

Bill MchibUa IWram Dir KBOX Ctotrcl Audilcf. Jobtuiy Burden 

Aat.tottaVnFn.. ™*™" ™" a Lm Production. KBOX 

PvhrDtnrtt SI.Louil BobOibon* 

Gm Mp-, WRIT ProrrMnmim. WIL 



ft 



Ku Voft 
Pwpimmint. WRIT 



nothing sells people like 



people 



■A 

LvryCliric 
Protrunnunj. WRIT 

fi 



Robort Linen 
Am*, to Cm. Mp., WRIT 



Bill JwkiDi 
Prod. Asrt., WIL 



Bill J 
Prod. A 

% 

Llojrd Gtortc 
SoJtt M r „ KBOX 

Etri Bum&m 

Lm Rcthmi 
TM Director 

ft 



St— M-*-. KBOX Dltl cUyl» 

rYnrjsmmiBf , WIL 



Lm Rothnmi 
Pror»Bi Director, WRIT 



John F Box, Jr. 
MttumC Director 

T ? M BiliblU) SUtlODf 



P[0C nnucilD C> KBOX 



c 

EdBooDtr 

ProcnmmiBf. WIL 

CewCbue 
Ni(bt N'm £d.. WIL 




Bud Cot 
Nt»i, WIL 



Dm Lnpim 
Pwpwnmiot, W IL 



Irene KuDoelt 
Mirebwdianx Dir . KBOX 



R»y Canuy 
NiU. S«»i Dir.. KBOX 

ft 

?1irl<i Webber 
pnmmbi , WR1 

a 



Clark • Webber 
Propmmmbi. WRIT 



R«d Fvnll 
Protmniuoc. WIL 



Robert Whitney 
Group Proirira Dir., 
St. Louie 



9 ^ 

PtuIBur ^VTjA^ 
N«i,WIL 




Stanley N. K»p>in 
AMt.toUii Vic* Pres., 
St. Lous 
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j Attention \ 

I advertisers! \ 

/Piel's Beer is sponsoring 
INTERPOL CALLING, 
■ starring Charles Korvin as 
Inspector Paul Duval 
on New York's WPIX, 
Sunday nights at 10:30. 
Now Interpol's story, 
which the public has been 

reading about in 
Reader's Digest and other 
magazines and 
newspapers, comes to 
television ... 
presented by / 



V 



/ 




Sounds 
great, Bert. Just 
like you and me, . 
INTERPOL CALLING \ 
and Piel's make a ^ 
sure-fire selling ■ 
combination. And if I may * 
make one small pun, J 
both Duval and Piel's l 
always keep their ' 
heads ... in any / 
situation. J 



\ 



\ 



INTERPOL CALLING* 

the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer's, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 



INDEPENDENT 
TELEVISION 
CORPORATION 



484 Madiion Ave. • N. Y. 22 • Plaza 5-2100 

ITC OF CANADA, LTD. 

100 University Ave. * Toronto 1, Onl. • EMpire 2-11M 
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by John E. McMillii 




Commercial 
commentary 



Shakespeare's first stand 

Here in New York we are hicks and rubes 
about an awful lot of things and one of them is 
the matter of editorializing by radio and tv 
stations. 

That, I am sure, is partly the reason why the 
maiden editorial on WCBS-TV two weeks ago, 
an eight-minute speech by station manager 
Frank J. Shakespeare, Jr., against proposed off- 
track betting legislation, stirred up comment along Madison Avenu 
and in our press. 

Most of us in the business know that dozens of stations around th 
country have been editorializing for years. I myself have a de 
drawer crammed with choice examples of radio and tv editorials 

But somehow it took the WCBS-TV effort — a network flagship 
station taking sides on a hot local issue — to wake up us New Yorke 

Not that the Shakespeare screed was wholly a rip-roaring succe 
Personally, watching him at home, I thought the CBS mouthpi 
seemed a little self-conscious and solemn, and his editorial somewh 
thin, uninspired and not fully convincing. 

Five nights later Robert W. Dowling, chairman of the Citizet 
Committee for Legalized Off-Track Betting, took advantage of t 
station's offer of free rebuttal time and blasted what he call 
"Shakespeare's Comedy of Errors." 

Since then I've had a chance to study both scripts and I must s 
that Dowling's seems both far more factual and far more persuasiv 
even though I myself lean toward the CBS position. 

But of course it was not the merit, or lack of it, in a single & 
torial which makes the WCBS-TV project exciting. What stimulat 
most of us was the sudden realization of the almost incredible pos 
bilities, problems and implications of the editorial approach 

How CBS set up its ground rules 

If you are a station manager who tapes and broadcasts editori J 
as a regular part of your weekly stint (See sponsor, 5 March, pal 
34), you are of course familar with the need for rigid editor, 
ground rules. 

But few of the rest of us, I suspect, have ever had to think throui 
what is involved in this unique station activity. 

That is why I was fascinated to see recently a CBS inter-off)! 
memo, dated 7 January, 1960, which set down "Rules and Guid 
posts for Editorials on CBS-owned stations." 

The memo, a directive from the CBS Editorial Board, states firnij 
that editorials on CBS owned stations "should be broadcast with co 
siderable regularity and frequency" and that "there need be no u ^ 
formity of editorial views among the various CBS stations." 

It then details a number of editorial rules, some of which are 
most unique for the industry. For instance, CBS owned stations-] 
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WAVE-TV Gives You 
28.8% MORE HEADACHES! 



(headaches your products can soothe, that is!) 



th 



£ ^j. In any average week, at least 28.8% more 
people watch WAVE-TV than any other TV sta- 
tion in Kentucky, from sign-on to sign-off. And ALL 
these extra families of course have their share of head- 
aches, sweet teeth, yens for new automobiles, etc.! 

WAVE-TV gives you much lower costs per 1,000 
than any other TV station in Kentucky. 

These are FACTS. Ask us (or NBC Spot Sales) 
for the proof. 




CHANNEL 3 • MAXIMUM POWER 

NBC 

LOUISVILLE 

NBC SPOT SALES, National Representatives 
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Vol , t'rJGS 

Top covekvge 

BONOS COVERAGE 



tfRATTL£BoRO,VT. 
GKtSHmwJMSS., KEENE.NH 
% Q.PHOLON6BERV HAS DETAILS 




Commercial commentary (continued) 



1) May not editorialize on industry subjects or national subjects 
which have no special local issues. 

2) May take a stand on local issues, but may not support specific 
candidates. 

3) May not have editorials delivered by on-the-air news person 
alities or announcers who are primarily connected with commercials 
or entertainment programing. 

4) Should present editorials of sufficient length to "present the 
logic and evidence behind their conclusions." Editorial spots ara 
taboo, and, says the board, "only rarely should an editorial be les 
than five minutes long." 

Most significant of all, the CBS program board, though notin 
that "the concept of 'equal time' does not apply to editorials," direct: 
that CBS-owned stations must "make every effort to search out oppo 
sition to their partisan editorials" and provide opportunities for on 
the-air replies. 

ISew horizons and new editorial headaches 

I think that almost anyone reading these rules and the rest of the 
thoughtful CBS memo (prepared for the editorial board by directoi 
of special projects, Richard D. Heffner) will immediately spot sort) 
of its revolutionary implications. 

In the first place, it goes far beyond the free press, free speech 
principles on which our newspapers and magazines are operated. 

It sets up for radio and tv rules of fair play which print medi 
have never felt obligated to follow. (Can you imagine the Hears 
press offering free space for rebuttals on its editorial page?) 

It provides a new concept of public interest operation ("Thq 
primary purpose of presenting CBS station editorials ... is to sen^ 
the public interest by stimulating thinking and decision-makin; 
about important public issues.") 

And finally, by imposing on managers of CBS-owned stations i 
duty to have and express opinions on local issues, it considerabl; 
broadens the functions of broadcast station management. 

A few weeks ago, columnist Walter Lippmann sneered that "a ti 
station is not like a newspaper — it is like a printing plant." Thi 
CBS directive (and similar directives by Westinghouse and others) 
would spell the doom of the printing plant notion. 

All in all, editorializing seems to open up endlessly exciting vistas 
on the radio/ tv horizon. 

But now let me, as an editor, throw in some words of caution. 

Watching the Shakespeare effort, I was forcibly struck with thi 
fact that there is a great deal of difference between the desire to edi 
torialize and the ability to prepare a tv editorial. 

As a matter of fact there are no traditions, no great models f<* 
tv editorials, such as we have in newspapers and magazines. 

CBS insists that its editorials be fair, accurate and "effective. 
But the truth is — there are probably not 10 people in the count 
with the new, specialized talents to guarantee such effectiveness. 

I think that on-the-air editorializing is great — as an idea. I agr 
with Heffner who says that station editorials must not be gimmicks 
or promotion stunts. 

I'm sure that there are dozens of sincere broadcasters who \o(\ 
on editorializing as an important kind of public service. 

But what I want to know, kids, is — where are your editors? M 
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Congruent Triangles of Eastern Iowa 
or Geometry Made Difficult 

There's a triangle in Eastern Iowa formed by 
three of Iowa's six largest metropolitan areas — 
Cedar Rapids, Waterloo, and Dubuque. 

There's a television station in Eastern Iowa 
formed by programs it carries and rejects, faces 
turned to its public by personalities, sap drawn 
from roots it has growing in communities it 
serves. Its artistic and commercial success is a 
result of congruence of style with area. 

In evidence we offer some immodest pragma- 
tism: 

Xo matter what survey you subscribe to, 
WMT-TV leads in all time periods from 9 a.m. 
until sign-off in share of audience, Sunday thru 
Saturdav. In station totals, WMT-TV enjoys 
substantial dominance from 6 a.m. until sign-off, 
Sunday thru Saturday. 

J Q (if we may say so) E D. 

I WMT-TV . Mail Address: Cedar Rapids • CBS Television for Eastern Iowa . National Reoresentatives: The Katz Agency .Affiliated with KWMT, Fort Dodge : W MT 
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To the people of the Twin Cities and the vast Northwest WCCO Television has become a habi 
... a routine . . .a way of life. They have taken Channel 4 into their homes like a member o 
the family for they know they can depend on Channel 4 to give them the type of day -in and day 
out programming that suits them and their needs. 

It is a habit with housewives to always include Randy Merriman and Arle Haeberle in thei 
daily lives. 

Kids storm their television sets each afternoon to watch Axel, Bozo and Clancy the Cop 
People of the Northwest have learned to depend upon the Dave Moore News and the Dear 
Montgomery News on Channel 4 because they know it is the complete news, unaltered by sen 
sationalism and bias. Channel 4 News is also the only place in Northwest television where th< 
viewers find a thought-provoking editorial upon which they can pause and reflect. They knoM 
only Channel 4 gives them thenews in depth . . . the type of newscasting that fits their way of life 
Channel 4 is a sports fan's haven. Northwest people not only get all the scores and sport! 
features on the Dick Enroth, Rollie Johnson and Don Dahl sports programs, but here is wher* 



AFFILIATED WITH THE 




CBS -TELEVISION NETWORK 



eahaK 



aid 4; 



si 

ire 

fa 

it 

spo< 

ffhes 



ley find live telecastsof all types of soorW pvpntc ~ 
the area. The whole family knows tL 2ro7^t',mrT ° ther television Nation 

is assured of the finest in television ^aVe ^ ^ the CBS Revision Network 

These are but a few of the reasons whv Wrrn t 1 • • • ~ 
* Great in Twin City Mev^^^Jj^ * ^Pf?^^ G °° d 
onth-after-month by Nielsen In fart ,w tot- 1 • • • but facts which are proven 

ielsen shows WCCC ) TelevTsL co™ ^ g * ^ Ye3r (March '^"February '60) 

00 AM to Midnight se™ C ° mmanding ™-a g e 43- share of the total audience from 
iy other four station - yS a Wee * • • • a record virtually unmatched in 

It all goes to prove ^^market. 
e Northwest. Call j^-WCCO Television is a Way of Life in 

arn how you, too, ~ _ Peters, Griffin, Woodward, Inc. and 

sell your prod- l can de Pend on WCCO Television 

id Northwest^ fe^ ct in the Minneapolis-St. Paul 

market. 



COMMUNITY 
LEADERS 

SINCE 1922 



Day in, day out . . . year after year, the Triangle 
Stations have compiled a record of continuous 
service to the community unmatched by any 
other broadcaster in America. 

▲ "Studio Schoolhouse"— America's old- 
est program of in-school instruction by 
a commercial station - . . continuously 
broadcast on WFIL, Philadelphia, since 
1943 and on WFIL-TV since 1948. 

a "University of the Air"— America's 
oldest and largest continuously run 
adult education program in commer- 
cial television . . . now in its 10th year 
on the Triangle Stations. 

During 1959, Triangle Stations contributed 
$4,931,000* in time for public service announce- 
ments and programs, and more than $361,000 
out-of-pocket expenditures for public service. 

•One-time national rate 

Operated by: Radio and Television Dlv. / Triangle Publications, inc. / 46th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM • FM • TV, Philadelphia, Pa. / WNBF-AM • FM • TV, Binghamlon, N. Y. / WLYH-TV, Lebanon-Lancaster, Pa. 
WFBG-AM • TV, Altoona-Johnstown, Po. / WNHC-AM • FM • TV, Hortford-New Haven, Conn. / KFRE-AM • TV • KRFM, Fresno, Cn 
Triangle National Sales Office, -4 8 5 Lexington Avenue, New York 17, New Y o r K 
Regional Offices: 3440 Wilshire Blvd., Los Angeles 5 / 6404 Sharon Rd., Baltimore | 




TRIANGLE STATIO 



Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR -SCOPE 



9 APRIL I960 
C*»yrl|ht I960 
SPONSOR 
PUBLICATIONS INO. 



As the fall selling season on the tv networks moves into high gear, this phe- 
nomenon is quite manifest: an emotion-charged resentment among important agen- 
cies against CBS TV for its allegedly arbitrary attitude toward advertiser and pro- 
gram acceptance. 

The core of the gripe: CBS TV has interpreted the Justice Department's "grant" of pro- 
gram responsibility as freedom (1) to force the network's own programs on its steady cus- 
tomers and (2) to oust long-term advertisers because of their products. 

The net results of this sort of dictation, contend these agencies, can be these: 

• Program costs will be much higher than obtainable in the open market. 

• Creative latitude for the medium will be more constricted than ever, since the in- 
dependent producers will have no course but to direct their talents elsewhere. 

• Advertisers will insist that, if the network is to assume all this responsibility, there be 
escape-hatches from floundering network-controlled programs, say, after the first 
three or four telecasts. 

But with all this the agencies wryly concede: We're in a sellers' market and, until the net- 
work proves wrong as a judge of program quality, there isn't much we can do. 

(See "Tv program control — where is it headed?", page 35, 2 April SPONSOR.) 



CBS TV's behavior has spawned the credo among some of its older clients that un- 
less the weight of a General Foods can be swung, a time franchise no longer means 
anything on that network. 

Included in the dispossessed— at the moment — are American Tobacco, which was in 
two CBS shows last season, and Pharmaceuticals, which had two shows of its own. 

When Pharmaceuticals, deprived of its Thursday 9-9:30 p.m. niche after spend- 
ing $30 million with the network over seven years, offered to buy into a CBS-owned 
show for the fall, it got a response that was anything but encouraging. 

El Producto (Compton) is buying minutes and chainbreaks adjacent to tv 
sports at the rate of three a week for six-seven weeks, beginning 1 May. 

Other spot tv campaigns that broke the past week: Helena Rubenstein's Colorlift 
(OBM), 17 weeks at the rate of three-five a week; Scott Paper (JWT), Dual Filters 
(Gumbinner); Arm & Hammer Sal Soda (Brooks, S, F&D). 

Cunningham & Walsh asked for availabilities around shows with appeal to 
primary and high school children for an unnamed account. 

Two tv aficionados — Minute Maid (Bates) and Maxwell House (B&B) — are 
back in spot radio. 

Maxwell's limiting itself pretty much to the smaller market, but with Minute Maid it's a 
widespread deluge, using 50 to 100 spots a week (R0S). The orange drink's starting 
date: 9 May. 

Spot can look to Ford for considerably larger expenditures next season. 

Network-wise the company will confine itself to more of Wagon Train, the Alfred Hitch- 
cock series, Ernie Jones and several Leonard Bernstein specials. Roughly, that adds up to 
about $20 million. This is still §4-5 million less than went for network time and 
programing during 1959-60 season. 

The plan is to pour this difference, and more, into fast moving and big spot flights 
on the part of both the factory and the Ford dealers. 
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SPONSOR-SCOPE continued 



ABC TV stole the razzle-dazzle side of the NAB convention in Chicago this wea 
The network accomplished — via its meeting with affiliates Sunday — its objective in spadd 

(1) impress them with the new season's program schedule and (2) whoop 'em up to renew 

enthusiasm in clearing for and promoting ABC's wares. 
Among the highlights of this rally : 

• Henry J. and Edgar F. Kaiser showed up, along with Y&R president George \ 
Gribbin, to assure the affiliates they've got a winner in Kaiser's newcomer series, Ha 
Kong. Remarked the elder Kaiser: he was against the idea of keeping the sponsor out 
the program, because the sponsor was important to the teamwork of making his show a succ< 

• Leonard Goldenson revealed that Ollie Treyz in one day had racked up $89 m 
lion in billings and Goldenson predicted that ABC by 1970 would gross $1 billi 
a year. 

• Treyz, himself, credited a huge part of the network's success to its system of selling p 
ticipations in nighttime programs. To illustrate what this concept can lead to, he said 
The Untouchables this fall will be converted from a total spot carrier to an exc 
sive property of Liggett & Myers on alternate weeks. (L&M has a similar arrangemi 
on ABC's new hour show, The Islanders.) 

• Ralston Purina's Jeffrey Baker said his company had become so favorably 
posed to documentaries that it would sponsor another, Expedition, this fall on AB 

NBC TV also held a session with its affiliates and the news that scored most excitemq 
it had weaned away all of General Mills' daytime business from CBS TV. 

For more on Convention notes, see WRAP-UP, page 64, and NEWSMAKER OF T 
WEEK, page 8. 

Clair R. McCollough, chairman of the NAB policy committee, made a comment 
his keynote speech to the convention that many broadcasters deemed quite timely. 

Observed McCollough: the basic dangers of the industry are "rate manipulations, tri 
deals, downgrading the competition in our own media and kindred activities." 

Bosco's participation in Corn Product's alternate sponsorship of Dennis 
Menace won't affect the beverage's expenditures for spot tv. 

It'll still be in that medium at the rate of $2 million a year. 

Why Bosco (Donahue & Coe) has a strong affinity for spot: the personalities alE 
with the local kid shows make the product's sales results their personal concern 
hence treat the sell as a continuing responsibility. 

Spot radio has another hefty year-round customer that's asking stations f< 
longer end rate, namely, L&M cigarettes out of DFS. 

The question put to reps the past week: ask your station (pre-selected in each case) li 
much higher they can go above the 260-time frequency, because we're figuring 
around 10 spots a week for 52 weeks. 

L&M's estimated prospective radio markets: between 300-400. 

The switch this week of the Edison Electric Institute account (headed for 
million) from F&S&R to Compton poses an interesting development in the relations! 
between public utility accounts and their agencies. 

In time past the utilities looked to their public relations firm's connections to look out 
their legislative and regulatory commission pressures. 

Today this concern has become part and parcel of administrating the utility's gi 
advertising. 

This twin-headed responsibility for influencing — Washington as well as the consume 
puts the agency knee-deep into politics and it's courting trouble if it doesn't get the r 
reading. 
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SPONSOR-SCOPE contained 



Another first for CBS TV: this fall it will have three advertisers co-sponsoring 
a half-hour program. 

It's the repeats of Father Knows Best. Already committed : Scott Paper, which con- 
trols the reruns by virtue of a contract with Screen Gems. 

Scott is also, with Lever, on Bringing Up Buddy, likewise CBS, for the fall. 

R. J. Reynolds will spend about the same money for net tv as it did last season 
($25-26 million) but it will have three new shows. 

Holdovers: I've Got a Secret, Wagon Train, Lawman and 77 Sunset Strip. 
New: The Flintstones (ABC TV) and two to be selected. 

ABC TV's newest assault on a piece of NBC TV daytime business involves 
BrUlo. 

The account's billings with NBC amounts to about §1 million a year. 
Highlight of ABC's come-with-us pitch: We'll give you more commercial minutes 
for the money, even if there's no advantage in total audience delivered. 

One of ABC TV's latest statistical flourishes: it's got about as many stations 
with top audience ranking in the top 25 retail markets as the other webs combined. 

The rank is based on the average ratings for an entire week from 7:30 to 10:30 p.m. 
and, with the latest ARB local and latest NSI as the source, the comparison simmers down to 
this: 







ARB 






NSI 




NETWORK 


1st 


2nd 


3rd 


1st 


2nd 


3rd 


ABC TV 


13 


4 


8 


12 


10 


3 


CBS TV 


11 


8 


6 


12 


9 


4 


NBC TV 


1 


13 


11 


1 


6 


18 



With all the strides that ABC TV has been making, CBS is still running a mil- 
lion homes ahead of it per average minute of nighttime viewing. 

The first March national Nielsen posts these averages: ABC, 9,249,000 homes ; CBS TV, 
10,277,000 homes; NBC TV, 8,730,000 homes. 

A price for the Summer Olympics has been settled on by CBS TV: §740,000 
per quarter. 

The package involves broadcasts over 18 days, much of it at night and 34 minutes of 
commercials. A likely repeat sponsor, Renault (Kudner). 

The relationship of increased average viewing to increased billings has been 
on somewhat of a seesaw in network daytime tv the past two years. 
Note these ratios as derived from LNA-B AR and Nielsen data : 
year daytime billings plus margin avg. day viewing hrs. plusmargln 

1957 $157,000,000 _ 90,640,000 _ 

1958 172,500,000 9 % 99,325,000 10% 

1959 203,100,000 18%- 110,508,000 11% 
Incidentally, 50% of all tv homes watched the medium before 6 p.m. each week- 
day on the average in 1959. 

Just to bring you up to date on the amount of time spent before the tv set in 
the average home. 

According to Nielsen, it was exactly the same this February as it was for February 1959: 
5 hours and 52 minutes. This is 7 minutes under the January average. 
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SPONSOR-SCOPE continued 



The tv network spot carriers mushroom — there'll be at least 24 hours of the: 
at night this fall while the ratio of full sponsorship of hour and half-hour program keepi 
drifting the other way. 

Mark this comparison of the number of shows fully sponsored by a single advertiser as 
of each first February Nielsen for the past three seasons. 

segment 1958 1959 1960 

Full hour 15 9 13 

Half-hour 52 53 37 

The appearance of the product's package — principally because of the relation of tv to the 
supermarket shelf — has become so important that package improvement, say agency mar 
keters, has begun to compete with the advertising budget. 

In discussing the situation these marketing men inject this wry note: too much con 
centration on the package can lead to neglect in other directions — like the product it 
self and the product message. 

Sports in network tv have taken on an added premium value for next season 
— witness the competition now going on for events among the networks — for these reasons 

1) The audiences racked up by the Winter Olympics dramatically demonstrate( 
the strides made by sports as a viewing attraction. 

2) Sports have a big edge over entertainment specials in cost-per-1,000, coming 
in on the average of $2 CPMPCM as compared to an average of $8 for specials. 

3) Both CBS TV and NBC TV will be carrying far less entertainment specials, 
Here's a network-by-network breakdown of estimated sports revenue (time, rights, produc- 
tion and cable costs included) for the coming season: 



NBC TV 



ABC TV (Cont'd) 



EVENT PACKAGE PRICE 


EVENT 


PACKAGE PRICE 


Major League Baseball 


$7,600,000 


Game of the Week 


$2,750,000 


Pro Basketball 


7,000,000 


Post Fights 


1,500,000 


Pro Football (Bait., Pitts.) 4,500,000 


All-Star Galf 


1,450,000 


World Series 


3,600,000 


All-Star Football 


375,000 


All-Star Games (2) 


1,200,000 


Bing Crosby Golf 


250,000 


Rose Bowl 


700,000 


Miscellaneous 


3,000,000 


Sugar Bowl 


700,000 


TOTAL ABC TV 


$21,925,000 


Hialeah-Monm'th Races (10) 500,000 


CBS TV 


National Champ Football 


400,000 


NFL Games 


$7,500,000 


National Tennis Singles 


350,000 


Bsbll. Game of the Week 6,000,000 


Liberty Bowl 


300,000 


Sunday Sports Spectacular 1,500,000 


Blue-Gray Game 


250,000 


Masters Tournament 


450,000 


National Open Golf 


250,000 


Triple Racing Crown 


425,000 


NIT Games (2) 


250,000 


Orange Bowl 


400,000 


Pro Bowl 


250,000 


Cotton Bowl 


350,000 


Senior Bowl 


250,000 


Blue Bonnet Bowl 


250,000 


East-West Game 


200,000 


Gator Bowl 


250,000 


Pre-Game Sports Shows 


200,000 


PGA Tournament 


250,000 


Miscellaneous 


1,500,000 


Copper Bowl 


200,000 


TOTAL NBC TV 


$30,000,000 


Holiday Bowl 


200,000 


ABC TV 




Miscellaneous 


1,500,000 


Sat Night Fights 


$7,040,000 


TOTAL CBS TV 


$19,275,000 


NCAA Football 


5,560,000 


GRAND TOTAL 


$71,200,000 



For other news coverage In this issue, see Newsmaker of the Week, page 8; 
Spot Buys, page 61; News and Idea Wrap-Up, page 62; Washington Week, page 55; sponsoi) 
Hears, page 58; Tv and Radio Newsmakers, page 74; and Film-Scope, page 56. 



SPONSOR • 9 APRIL 1961 




WWJ makes it easy for Bengal fans to enjoy every daytime game 
during the 1960 season. Located near the middle of the dial 

at 9-5-0, and with power that blankets Detroit and southeastern 
Michigan, WWJ garners a tremendous audience for the baseball 

games and adjacent programming. 

Another facet of WWJ's Total Radio concept— another 

reason to call your PGW Colonel today. 



TOTAL RADIO FOR THE TOTAL MAN 




% A # % A # I AM and FM 

W W J RADIO 

Detroit's Basic Radio Station 
NBC Affiliate 

liTIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. . OWNED AND OPERATED BY THE DETROIT NEWS 
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What makes it tick? 



The business of television is as complex as the 
electronics that make it possible. As complex, in 
fact, as the public's expectations of television. 

Since early January, KMOX-TV has been broad- 
casting a weekly experimental program called 
"Inside KMOX-TV." Its purpose is to foster real 
rapport between station and audience, leading 
to fuller understanding by the public of station 
policies, programming and problems— and fuller 
continuing understanding by the station of what 
the public wants and expects from television. The 
audience is invited to submit questions by mail 
(constructive criticism is welcomed!), and those 
questions which reflect widespread interest are 
answered on camera by station executives . . . 
frankly and forthrightly. (Sample questions: Why 
do the commercials appear to sound louder 
than the surrounding programs? Why do 
you no longer carry hockey? Why do you 
carry girdle advertising?) 




Giving viewers a look inside, so that they 
will know "what makes it tick," is an at- 
tempt to stimulate broad public interest, 
and a sense of participation, in the affairs of the 
medium. Such participation can be of incalculable 
value in shaping television's role for the future. 



Channel 4, St. Louis KM®X-TV 



Spots 
That 
Bring 

Sales 



KCRA is programmed to deliver 
a receptive, upper-income audi- 
ence. The news department has 
12 qualified, full-time newsmen 
. . . the sports department covers 
everything from sports car races 
to the Sacramento Solons base- 
ball games, with NBC to add the 
national events . . . music is 
chosen for melody, and present- 
ed by six long-established per- 
sonalities . . . sound program- 
ming, plus the services of a full- 
time merchandising department 
that produces real results. What's 
more, KCRA limits spots to three 
minutes per quarter hour, in- 
cluding promos and public serv- 
ice announcements, so your sales 
message has a full opportunity 
to do a job. Call your Petry man 
for instant availabilities. 



Radio 
One" 




. NBC 

— Sacramento 



Reprttented by 



Reps at work 




Thomas A. Taylor, Peters, Griffin, Woodward, Inc., Chicago, thi 
that, "like the weather, everyone complains about radio ratings, 1 
no one does anything about them. I don't believe anyone in the 
dustry would stand up and say that ratings alone can tell either 
buyer or seller the best buy for an advertiser. The secret of sued 
then lies in measuring and inter- 
preting the other characteristics of 
a station — type of programing, 
type of audience, station image, 
exact coverage, ability to influence 
its audience — and matching them 
to the advertiser's product and 
objective. Sure, it's challenging 
— to advertiser, agency, station 
and rep alike. But radio has be- 
come big because it can sell prod- 
ucts and ideas everywhere, any 
time, economically. 'Idea men' in 

the coming years will be rewarded handsomely for new concepts! 
programing, new ways to measure, new ways to use the medi 
We're entering an era of unlimited opportunity for everyone 
cerned with radio. And we at PGW accept the tremendous challenj 
Radio will fulfill its promise if it is used and measured creativ 

Robert W. Jensen, Forjoe & Co., Atlanta, feels that only by sti 
adherence to the personal attention and service call aspects of tn 
work, can representatives do a complete job. "Not many reps 
concerned with helping an advertiser or agency once a schedule I 
begun," Bob says. "They allow a schedule to continue to run! 

the same manner without mak| 
any new suggestions when 
times and programs become avJ 
able. Service calls are few 
far between, and when a sales!*; 
does make a call, often it's fori 
other purpose than good tfl 
Rather than thinking of a 13-wi| 
contract as only that, I look aj 
as a potential continuing schedl 
^^HF A^fefefe for as long as the station has 

A JA^hS fefc ability to sell the advertiser's p | 

uct or service, and I do everytlii 
possible to better his schedule after it's started." Bob thinks anot(( 
area for rep improvement would be better market analysis. "Sii 
no two markets behave exactly alike, any contribution a rep mal 
from factual sources helps an agency and advertiser tremendous!)! 
and in the long run, the rep. Personal attention today is essent' 
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us made things happen in Rome 



and 




WPEN 

RADIO 
MAKES 

THINGS 
HAPPEN 
IN 

PHILADELPHIA 

WPEN is the first station in Philadelphia to 
"review" the daily newspapers. This excit- 
ing concept was originated by the Consol- 
idated Sun Ray Stations. WPEN, again, is 
first in Philadelphia with this challenging 
feature broadcast four times daily. We were 
the first station to editorialize — we are the 
first with "Newspaper Critic". In Public 
Interest . . In Exciting Listening . . In Sales . . 
WPEN Makes Things Happen In Philadelphia. 




Represented nationally by GILL-PERN A 

New York. Chicago, Los Angeles, San Francisco, Boston, Detroit 

CONSOLIDATED SUN RAY STATIONS 
WPEN, Philadelphia . . . WSAI, Cincinnati . . . WALT. Tampa 



The 

Churchill 
Memoirs 

FIRST OF A SIGNIFICANT SERIES 

OF ABC TELEVISION 

PROGRAMS IN THE PUBLIC INTEREST 

"It is my earnest hope that pondering 
upon the past may give guidance in 
days to come, enable a new generation to 
repair some of the errors of former 
years and thus govern, in accordance 
with the needs and glory of man, 
the awful unfolding scene of the future." 

With these words, Winston Churchill 
concludes the preface to his memoirs. 

And from these words the most 
ambitious project in visual history 
takes inspiration: ABC's television 
presentation of this pageant of 
the fateful years from 1919 to 1949. 

To meet so immense a challenge, 
historical film footage — much of it 
never shown before — has been 
gathered from allied and axis sources. 
Cameramen have girdled the globe 
to film special interviews with the 
history-makers of our time. For this 
series, President Eisenhower, former 
President Truman . . . many German, 
Italian, Japanese and Russian 
leaders have added their eye-witness 
testimony to the record. 

But dominating the stage, giving 
the vast scene immediacy, color, 
dynamic import . . . are the words, 
the voice, the presence of the great- 
est of all living history-makers . . . 
The Right Honorable Winston 
Spencer Churchill himself. 

The program, with special musical 
score by Richard Rodgers, will be 
brought to the American television 
public next fall in a series of 26 
half-hour episodes. 

Pridefully, it takes its place in the 
array of public affairs p ograms 
creating the significant look of ABC 
Television in 1960. Q 



WATCH ABC-TV IN '60 

(more people will ) 



from a proud past 

comes a... 

FUTURE 
UNLIMITED! 




Everywhere you look in Montgomery 
you see progress. This new 
$1,500,000 airport with the longest 
paved runway in the Southeast 
is only one example of this area's 
vast growth. Expansion means 
opportunity ... an opportunity to 
expand your sales in a million 
market. And WS FA-TV covers the 
area like no one else can. 




NBC / ABC MONTGOMERY - CHANNEL. 12 

The Broadcasting Co. of the South 



Represented by Peters, Griffin, Woodward, Inc. 



WIS-TV Columbia, South Carolina 



New, exciting 

music 




Joie devivre 



49th a 
Madisc 



Woman's world 

Just finished reading your very clev 
"Timebuyer X and Those '73 Youi 
Men'" 1 12 March). In relation 
your answer, "Sponsor Says No 
Clarice" — if you have received a mi 
mum of 273 cancellations for su 
scriptions. Cherchez les femmes! 

Mrs. Z & Y 
Greenwich, Cor{ 

From Fmdom 

On behalf of all FMdom, the conc^ 
network and WHCX-FM. in parti; 
lar, thank you for all those wonderl 
words under your 5 March "Spons 
Speaks." 

Quite a few FMers won't be 
FMeral (kindly excuse) next ti 
they approach a potential sponsor 
the subject of FM advertising. Yo 
message was right on target! 
Are reprints available? 

Amleto Ciccarelli 

sales mgr. 

WHCN-concert netwa 

Hartford, Conn. 

• Note: SPONSOR is nsnalljr happy to f 
such requests for reprinting privileges, 
provisions accompany tbis permission : 

1. Requests mnst be in writing. 

2. Credit must be given to SPONSOR. 
SPONSOR reprints many of its articles i 

has back files on a large number of them. 

Open season 

Thanks for a very fine "Comm* 
cial Commentary" (SPONSOR, 
March t regarding the recent M| 
Luce article in McCalFs. 

1960 seems to be open season 
radio/tv. 

I think there is little use to tal 
arms against this sea of critics, h<J 
ever. I believe that the industl 
should correct those errors that hai 



WNJR 

1st in new york 
dec. negro pulse 

(■ASED ON U.S. CENSUS) 
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fen made and attempt to improve 
ir product. Most of us have always 
«n doing just that. (Unfortunate- 
, Mrs. Luce belongs to that frater- 
ty-sorority of national publications 
|at are building circulation on con- 
:mnation of radio and television — 
id greater distribution of masa- 
nes of sex and suggestion.) 
I hope that we can all work to- 
ard one end in the broadcasting 
isiness — fine entertainment, aggres- 
ve news and public service, and 
lality programing. 

Joel Fleming 
v. p.-mgr. 
WTKO 
Ithaca, A'. Y. 



wo sides of the coin 

he bitter with the sweet. 

1 \^ e were most impressed to see our 

ice president in charge of radio for 

te Detroit office of PGW. Bill Brvan, 

iredited in your "Who's Who in Mo- 

<>r City Radio/Tv?" (sponsor, 19 

: Iarch). 

l | Bill's a great guy. However, for 
le record, the article noted that he 
as been with Petry since 1944. Dear 
ir, he has been with PGW. 

As always, the issue of SPONSOR 
."as up to your usual high standards. 

Robert H. Teter 
v. p., radio 

Peters, Griffin, Woodward, Inc. 
X. Y .C. 

jlullseye! 

1'aul Miller's article ("The Seller's 
/iewpoint," 12 March) hits right at 
he heart of a situation peculiar to 
nany markets, including Erie. 

It is to be hoped his thought-pro- 
foking comments will reach the eyes 
>f clients and agencies that are guilty 
|)f overlooking point-of-sale areas in 
'heir campaigns. 

| Of equal importance is the frustra- 
ion of a manufacturer's represent a- 
ive or distributor in a point-of-sale 
irea who gets no credit for the suc- 
cess of an ad campaign because all 
'sales are credited to his more fortu- 
nate colleagues located in a distribu- 
ion center. 

I wish I had said it first! 

Paul Whittingham 
marketing mgr. 
WICU 
Erie, Pa. 
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Hieronymus Bosch 14507-1516? The Ship of Fools — Dutch School 

. . . but it just doesn't compare with 

K-NUZ -the NO. 1* BUY in HOUSTON 

... at the lowest cost per thousand! 

MUSIC! NEWS! PERSONALITIES! FACILITIES! 

*See Latest Surveys for Houston 




24 HOUR MUSIC and NEWS 
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Florido Slole News Bureou photo 



LAND OF 



AND YEAR-ROUND SPENDING, TOO! " 



The 52 county Tallahassee, Florida — 
Thomasville, Georgia area, served exclu- 
sively in its entirety by WCTV, is far en- 
ough South to afford its happy citizens 
year-round good living yet far enough 
North to permit it to escape the feast-or- 
famine business climate sometimes result- 
ing from tourism. 



This means high-level year-round spend- 
ing - - - Tallahassee actually stands fifth 
in the U. S. in retail sales per household*. 
That's why so many leading brands place 
strong, long-term spot schedules on 
WCTV. Get the full story from Blair Tele- 
vision Associates. 

"Annual Survey of Buying Power, 7 959. 



Al A /\ N V» A •/ 


WCTV 




TALLAHASSEE THOMASVILLE 

a John H. Phipps 

^^^^^^ ^^^^^ Broadcasting Station 
I BLAIR TELEVISION ASSOCIATES 

^^^^^^^J National Representatives 
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AS FCC DEADLINE 

on allocation proposals nears, 
ABC TV is preparing claims 

that 4,000,000 tv homes in these 

dozen markets are deprived 
of three-net service 



STATION 



MARKET MYSTERY 



^ Quiz scandals and payola notwithstanding, No. 1 
jroblem, says new FCC commissioner, is tv allocations 

^ How public can be best served within present frame- 
work perplexes nets, advertisers, engineers and FCC 



hen Frederick W. Ford stepped 
n as new FCC chairman the other 
Jveek, he named as the No. 1 head- 
iche facing the Commission: televi- 
sion allocations. 

To the average person who has 
ollowed the quiz show revelations, 
Jayola investigations and the Com- 



mission's own brush with scandal, 
allocations must have seemed an odd 
choice for post position. But the 
fact is, whatever the complicated al- 
locations problem lacks in sensation- 
al news copy, it more than makes up 
for in significance both to the ad- 
vertising industry and the viewing 



public. It is tv's oldest and most 
nagging migraine, and now it's back 
in the spotlight again. 

For some idea of what share of 
the spotlight it's now grabbing, here 
is what has been happening and 
what's about to happen: 

• 19 April is the day the FCC has 
set for receiving filings of allocation 
proposals on the question from in- 
terested parties, and the interested 
parties, including the netwo ks. are 
currently at work on these. An un- 
disclosed party has just req ested an 
extension on the 19 April deadline, 
but, at sponsor presstime. the FCC 
had not yet acted on the request. 
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HERE'S THE POSITION AMST TAKES 

1 ASSOCIATION of Maximum Service Telecasters favors any 
"sensible" approach to problem — so long as the viewing public 
doesn't lose. Interference in radio is bad; in tv it's intolerable 



2 IS THE ALLOCATIONS problem as critical as some make 
it?. According to Nielsen and TvB, 94% of U.S. tv homes have 
choice of three channels; average tv home receives five signals 



3 CITES RECENT CASE of adding third station to a market 
and adversely affecting 19 other tv stations. To advertiser, 
means reduced circulation that might make tv less attractive 



• At the NAB Convention in Chi- 
cago, the allocations enigma received 
considerable attention, was a princi- 
pal topic under discussion at a meet- 
ing of The Association of Maximum 
Service Telecasters. 

• ABC TV, in a continuing six- 
year fight for more tv stations in 
major two-station markets, is prepar- 
ing a new plan for filing that will 
accomplish this without, according 
to the network, upsetting or interfer- 
ing with any current tv service. 

• Commissioner Ford is trying to 



negotiate with the military for some 
of their vhf channels, but is not too 
optimistic on the outcome. If the 
military doesn't come through, his 
Commission faces finding some other 
solution because, according to Ford, 
there is irresistible pressure for more 
tv service. 

The current allocations problem 
emerged about six years ago, when 
it became apparent uhf was no match 
for vhf. The problem must be solved 
taking into account demands that any 
new vhf drop-ins dare not adversely 



affect existing stations, and that ther 
be no channel changes for existin 
stations. Further tangling this bria 
patch is the fact that while everyom 
in the industry is anxious to brijv 
about more tv service, their propose* 
methods are often conflicting. 

The problem in a capsule is this 
Why, with tv homes nearing thi 
saturation point, are there still 
jor markets in the U.S. where viewer 
cannot see all of the net shows tha 
are being telecast? Why do soriJl 
markets have three or more station 
while some with many more tv horn's 
have only one or two stations? 

It is a mystery that would n<J 
worry a New Yorker or AngelenJ 
where seven tv stations car. be re 
ceived. but it might bewilder a si 
owner in the Raleigh-Durham ara 
where nearly a quarter million fami 
lies are able to receive onlv tw 
channels. 

To the national advertiser, 1 
causes concern as well. If he happen 
to be sponsoring a net show that u 
squeezed out of some major markets 
his commercials aren't getting ex 
posure there. 

But there is another facet to thi 
mystery. If the addition of a thin 
station to one of these two-statiol 
markets interferes with the reception 
of the adjacent outlets, then the na 
tional advertisers on all the station, 
have cause for alarm — as do the set 
owning families. 

Behind this thorny problem arj 
these facts: At present there are l| 
vhf channels and 70 uhf. But uhf r.J 
ceivers are relatively few compare*! 
to vhf, and production of uhf se -fl 
has been declining for five years. Sfl] 
the uhf channels (14 to 83 I are use<H 
much less than vhf. But the militarJ 
now has claim to many vhf channels 
outside the tv band: if FCC couH 
persuade it to make some of the ■ 
available to commercial tv, then tha 
problem would be well on the way t>| 
solution. 

Since this doesn't appear likelvl 
the FCC sees itself faced with abo if 
three alternatives (and these are tha 
same that have been booted about f< J 
years): (1) switching to all uhfl 
(2) dropping in new vhf station! 
with the risk of interference; (31 
continuing the present mixture fm 



ABC TV VIEWS PROBLEM THIS WAY 

1NET IS FILING new proposal which it claims would not ad- 
versely affect any existing stations and would give people in 
all areas full choice of all net programing now being aired 



2 MORE THAN 4,000,000 tv homes in a dozen major markets 
still are not getting three-net service, that a number of markets 
with third station approved for years don't have station yet 



3 SWITCHING CHAXNELS, and in some cases reducing mile- 
age are bases of plan. As it is now, ABC TV claims, some ad- 
vertisers suffer losses, public misses many service programs 



4 
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f and uhf but adopting a device to 
courage use of uhf. 
On the latter measure, Sen. John 
store (D), R. I., has introduced a 
' 1 giving FCC authority to take the 
k:p. The step would be: require tv 
manufacturers to make all-chan- 
1 sets that can receive vhf and uhf. 
is estimated this would add $15 
$25 to the cost of a set (less as it 
comes mass-produced). Since the 
erage set lasts about seven years, 
' the end of that time, all sets would 
: "omni-spectra." It still is a seven- 
rar solution to a problem nearly 
nee that old. 

Meanwhile, ABC TV, which has 
.•cently outgrown its "third network" 
but is still without outlets for 
•me of its high-rated programs in 
vo-station markets, is urging that a 
mited number of short-space tv sta- 
ons be assigned to major two-sta- 
on population centers of the U. S. 
his network points out that more 
,ian four million tv homes are being 
eprived of full choice of three-net 
srvice in these major markets: 
rand Rapids-Kalamazoo, Louisville, 
yracuse, Rochester, Birmingham. 
Raleigh-Durham, Charlotte, Provi- 
dence. Jacksonville, Wheeling-Steu- 
ienville. An average of 65% of ABC 
^s programs, the net claims, are 
lot carried in these markets. A 
urther — and stronger claim when 
he common weal is considered — is 
'hat viewers in these areas during the 
inonth of December were not able to 
■ee 60%of public service and special 
elecasts presented by all three net- 
works. 

i Another question in the "Three- 
Station Market Mystery" is raised by 
ABC TV: Why have third channels 
inot gone on the air in markets to 
[which FCC allocated new vhf stations 
(back in 1957? The markets named: 
|Miami, Terre-Haute, Davenport-Rock 
Isl 

nd-MoIine, Louisville, Lake 
Charles-Lafayette, Tampa-St. Peters- 
berg and Beaumont-Port Arthur. 

"You can't pour three quarts of 
milk into two quart bottles," Julius 
Barnathan, ABC TV vice president, 
told SPONSOR. "The basic need for a 
quick solution to the allocations 
problem is to serve the public better. 

Our country is synonymous with 
competition and freedom of choice. 



And anyone who has invested in a 
tv set certainly is entitled to choose 
from all programs offered the show 
he wants to see. 

"As for advertisers who can't get 
enough exposure in two-channel mar- 
kets — well, their circulation goes 
down and their costs go up. The ABC 
TV plan encompasses many facets. 
In some markets, de-intermixture 
would help, for example. But the 
point is that the whole plan we're 
going to propose to FCC has been 
carefully worked out by engineers. 
It will protect all existing stations 
from interference. It would utilize 
the 12 channels that now exist. 



interference with existing outlets, 
and the cutting off of service to rural 
and fringe areas that occur with mile- 
age shortening. Actually, we're not 
concerned with how many pick up sta- 
tions compete in a market — just so 
the public has good service. But once 
you open the door to experiments and 
make exceptions in one market or 
another, there is the danger of de- 
stroying the whole tv set-up." 

What is the present tv set-up? 
AMST reports this on the basis of 
A. C. Nielsen Co. and Television 
Bureau of Advertising surveys: 

• 98% of the U. S. land area re- 
ceives television. Better than 86% of 
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THREE POSSIBLE CHOICES FACE FCC 

MOST EFFICIENT solution would be if FCC could beg, bor- 
row or steal from the military additional channels. This would 
permit adding new stations without interference to present ones 



2 



SWITCH TO all uhf ( but uhf use and set production have been 
declining) , or just dropping in vhf's. Degrading, as in latter 
case demands tricky engineering or interference would result 
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CONTINUE present mixture of u and v, but insist set manu- 
facturers make all-channel sets {cost per unit, $15 to $25 
more) . So it might be licked in seven years, average life of set 



"The basic solution," Barnathan 
went on, "is switching channels. In 
some cases the answer would lie in 
reducing mileage." 

As deeply concerned with the same 
problem, but opposed to most past 
ABC TV proposals, is the Association 
of Maximum Service Telecasters, 
Washington, D. C, representing some 
150 member tv stations across the 
country. 

"We're in favor of any reasonable 
and sensible approach to the alloca- 
tions problem," AMST executive di- 
rector Lester W. Lindow told SPON- 
SOR, "so long as the people don't lose. 
But we do get very much concerned 
where proposals are made that create 
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all homes have television service. 

• 94% of tv homes in U. S. have 
a choice of three stations. 

• 81% of U. S. tv homes have 
choice of four stations. 

• The average U. S. tv home has 
a selection of five signals. 

On the basis of such findings, 
AMST is not at all sure the situation 
is quite as critical as it is painted by 
some interested parties. But they, too, 
would like to see all-service coverage 
everywhere. 

"This will take," Lindow contin- 
ued, "a solid plan carefully worked 
out by engineers" (AMST engineers 
have been engaged in this for years). 
(Please turn to page 73) 
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PRE-TESTING IS USUALLY DONE AT TWO LEVELS: with agency people at stages in commercial production and with consumers after 
rough film or animated storyboard is completed. Milton Guttenplan, v. p., Mogul, Williams & Saylor, demonstrates jeep set-up for production test 



Tv copy testing: fact or hope? 



^ Most agencies and advertisers involved in heavy tv 
investments strive to predict results in copy testing 

^ Many interesting new techniques are evolving, but ad- 
pros say a successful formula is more hope than fact 



Wi 



ith many millions of dollars 
earmarked for television — and even 
more in the offing — one of the in- 
dustry's most pressing problems to- 
day is how to get the most from a tv 
commercial sales message. 

Every ad agency in the country 
and every tv advertiser, agree that the 
best possible way to maximize the 
dollar investment in tv is to pre-test 
commercials. But they don't agree 
on how this can be done. 



The many methods developed to 
date have provided partial answers. 
But partial isn't enough, as one ad- 
man commented, when — for example 
— a $1 million tv campaign can rise 
or fall on the strength of the com- 
mercial. Admen don't expect total 
answers or, in the words of Milton 
Sherman, manager of the commu- 
nications research department at 
MARPLAN, an affiliate of McCann- 
Erickson, "an all-purpose answer." 



But they have to approach a more 
complete answer than they think is 
now available. 

Pre-testing of television commer- 
cials has evolved into two general ■ 
practices: viewers' evaluation of a 
rough commercial and of a finished 
one. The limitation to testing a rough 
film or an animated storyboard — the 
most prevalent forms — is evident in 
the word "rough" itself. A "finished'' 
commercial blends all of the audio 
and visual elements for a total psy- 
chological effect on the viewer, taking 
into consideration all of the market- 
ing and sales strategy. A "rough" or 
"semi-finished" commercial omits 
many subtleties which may make a 
desired viewer impression. 

Yet an advertiser who tests a com- 
pleted or finished commercial, runs 
the risk of having his total investment 
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t, either by scrapping the film or 
)e or by airing a sales message 
lich in the pre-testing indicated a 
■k of the desired consumer response. 
Somewhere between these two ex- 
mes — a $300 rough comirercial 
d a 810,000 finished one — lies an 
ea which most agencies and re- 
rchers are trying to explore, 
ley 're looking for one thing: A 
oduction technique which permits a 
s/ commercial to include the de- 
ed components of a finished com- 
ercial without the same high cost. 
Sherman says evolution of such a 
hnique would benefit the adver- 
er. the creative writer and the re- 
archer. Its advantages for the client : 
uore opportunity to try out his 
rategy or to evaluate the potential 
ect of his message"; the writer: 
nore opportunity to take his crea- 
vity to the intended public at vari- 
es stages of development"; the re- 
archer: "more opportunity to con- 
ibute information during the forma- 
ve stages of advertising." 
His organization is developing an 
xperimental plan "directed at the 
pecific problem of determining at 
(hat stage of 'finish' a commercial 
an be adequately pre-tested." Some 
[if the questions which he thinks 
Inight be answered in such an analyti- 
cal study appear on page 38. 

Most agencies, of course, are 
■quipped to pre-test all kinds of copy 
n some fashion. Some conduct all 
■uch testing within their own shops 
ind with their own people. Others 
arm out the entire project to an 
ndependent research organization. 
Mill another group plans and directs 
he project with a staff executive but 
retains outside firms to do the actual 
field work or testing. 

Most pre-testing is done with a 
'captive" audience of respondents or 
panelists, usually in what is an at- 
tempt at duplicating a viewing situa- 
tion. Some copy tests, however, are 
made on the air — for example, a 
split run of a tv commercial cut into a 
network show in different test cities. 

SSCB's effort in attempting to pre- 
dict the outcome of a video commer- 
Icial is typical of the imagination and 
jeffort that are being put into testing 
| throughout the advertising industry. 
The agency recently opened at its 
New York headquarters a $150,000 
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FIRST STEP: rough commercial 

"BEFORE" TEST SITUATION shows moving storybook rough prepared 
by SSCB for i\'ytol (Block Drug) in agency studio for test-showing to viewers 




SECOND STEP: consumer testing 

ACTUAL TESTING is done with viewers, as with this Schwerin Research 
group, or with panels, interviews. Goal: to duplicate viewing situation 




THIRD STEP: finished commercial 



"AFTER" SEQUENCE for the Nytol rough shown above appears in the 
finished commercial, revised on the basis of consumer interviews done in field 




QUESTIONS ABOUT TV "ROUGHS" 

Milton Sherman, communications research manager at MARPLAN, an affiliate of 
McCann-Ericksen, outlines the following questions regarding "rough" commercials, 
which he feels should be answered by an acceptable pre testing technique. 



1- Which form of commercial "finish" (rough filmed 
commercials or animatic film strip with synchronized 
sound) will most closely predict the performance of a 
fully produced commercial? And which form is the most 
suitable for various product or corporate commercials? 



2. Wlwt content factors create response and reaction dif- 
ferences between various forms of "finish?" For example: 

A - Which demonstration techniques and devices can be used 
in various pretest forms of "finish"; which cannot? 

Can a personality be projected through various forms of 
commercial "finish?" Can a rough filmed or animatic pre- 
sentation create consumer identification for the characters in 
the commercial situation? 

C Can the various forms of commercial "finish" approxi- 
mate the fantasy or setting for the product story? Can they 
convey the quality of impression for the product? Can the 
situation be perceived as a total and integrated experience? 



3- Can these factors, and others that may be discovered, 
be compensated for, or can we assess the contribution which 
they make to a fully produced commercial, and thereby 
provide certain guide lines for pre-test forms of "finish"? 



4. Can the meanings and associations of visual elements 
be communicated in various forms of commercial "finish"? 
Which symbolic elements (demonstrations of appliance 
performance, particular product innovations and features) 
receive full meaning and understanding, and which do not? 



5. Can the richness of semantic variation be communi- 
cated in pre-test forms of commercial "finish"? Js there 
a short-circuiting of the visual and audio inter-action? 



6. Can forms of "finish" be adapted to particular prod- 
uct or corporate objectives? Can these pre-test forms be 
used as reliable experimental and exploratory technique? 



studio and "laboratory" in v, 
commercials for its tv clients (bi 
some S36 million a year in te 
sion) are pre-tested. 

Tim Healy, v.p. and directo 
research for the agency, supen 
the "pre-measured selling poi 
technique of testing. The new 
commercials, called Sound-A-Ma 
are shot in the studio in rough f 
from the standard storyboard 
are then taken to a consumer p 
for reaction analysis. 

This device also enables the ag< 
to pre-test components of the c 
mercial before the final "rough 
tested. Most shops attempt at var 
times during the development ( 
commercial idea to test some of 
creative approaches — visual com] 
ents, how the visual and audio 
chronize or complement each ot 
props and settings, etc. 

Mogul, Williams & Saylor, for 
ample, maintains a miniature 
studio set-up which it takes on 1 
tion for test shots. Milton Gut 
plan, agency v.p. and account su 
visor, pre-tests creative content 
then turns over the final version 
his agency's research subsidiary 
search Analysts, Inc.) for consu 
testing. 

Testing the creative aspects o 
commercial serves several purpo 
Guttenplan explains. "First of all 
taking the camera and a monito 
the client's factory or showroom 
can see for himself some of the d 
culties in setting up and producin 
commercial. It also, of course, 
great advantages in saving time 
well as money — time spent in ela 
rate testing and money spent in 
side research, studio rental, ca 
salaries and production personn 

He took his two-man crew, for 
ample, to the candy factory of Ba 
cini to set up some sample comn 
cials which involved 200 pounds 
candv. On-the-scene framing of s 
saved transport of the product, 
ond-hand explanations to the cl 
and rehearsal time in the studio. S 
Guttenplan: "We work this out 
such a fine detail that seldom do 
need more than 15 minutes of cam 
rehearsal before we put our fi 
commercial on tape or film." 

The talking storyboard — Sou 
(Please turn to page 72) 
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Kjf ^-TAPING huddle presided over by W. B. Doner producer-director Bob Bleyer (r), who maps out tv decorating show plans with Firth 
consultant-m.c. Guy Cornell (c) and Doner a.e. Fred Tobey. Firth/Doner crew taped 10 half-hour shows in hectic four-and-one-half-day period 
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Firth's local level tv partnership 



Carpet company gives retailers, who tie to half-hour 
" decorating show, a lot of leeway in selling on video 



* After test, markets respond with sales hikes up to 
! 119%, program moves into nine-market spring campaign 



multi-market, modest budget tv 
Vehicle that lends itself to close local- 
level tie-in. That's been the elusive 
.goal of many a carpet manufacturer. 
Some have tried and failed, others 
jhaven't felt it was worth bothering, 
land the group has more or less re- 
signed itself to a steady diet of print. 

Firth Carpet and its agency W. B. 
Doner hit on such a tv plan about a 
year ago, tested it in two divergent 
types of markets — with extremely fa- 



vorable results — and are now putting 
it to work in nine markets, with more 
to come. It's a half-hour 'how to' 
home decorating show, known as 
Spotlighting You, which had its trial 
runs in Baltimore and Kalamazoo on 
a live basis. After the spring, 1959, 
cycle over WMAR-TV, Baltimore, 
area sales were up 49% over the pre- 
vious spring. Also the series produced 
4,000 written requests for the free 
decorating book offered on the show. 
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To make doubly sure of the new 
format's effectiveness, Firth added 
Kalamazoo, a "less sophisticated" 
market to the fall, 1959. trials. When 
the figures were in after an eight- 
week run on WKZO-TV there, Firth's 
sales showed a whomping 119% 
jump over the fall of '58. Meanwhile, 
back in Baltimore which underwent 
its second cycle in fall, '59, this time 
over WBAL-TV, Firth sales were up 
20% over the same period a year 
earlier. And another 3,000 requests 
for booklets streamed in. 

That was enough for Firth s^d 
Doner; it was time to bra icil n, jt 
Here are the stations firmly -i th 
spring lineup at press time WMAR- 
TV, Baltimore; KLZ-TV , Denver; 
KRNT-TV, Des Moines: WWL-I(TV), 
Indianapolis; WKZO-TV. Kalama- 
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zoo; Wl'ST-TY, Miami; KFSD-TY, 
San Diego; KING-TV, Seattle and 
WRC-TV, \\ ashington. 

Though the shows are created by a 
national advertiser for exposure in 
several markets, their destiny is 
shaped to an unprecedented extent at 
the local level. In each new market 
the first step is to sell distributor and 
dealers on the show. They are invited 
to see sample films and discuss them 
with men from Firth and Doner. 
Once the distributor decides he's 
willing to split time and merchandis- 
ing costs with Firth, it's up to him to 
line up dealers. Each show is devoted 
to one of them, who not only chooses 
the Firth line to be featured on the 
first 90 seconds of the three-minute 
live commercial, but receives the re- 
maining 90 seconds for institutional 
advertising. ("With 30 to 40 Firth 
lines, each in 10 colors from which 
to choose, and about 90 retailers 
doing the choosing, we write commer- 
cials by the millions," exclaims Doner 
a.e. Fred Tobey.) 

Continues Tobey, "In keeping with 
the local level emphasis, we assign the 
Firth commercials to women's pro- 
gram personalities from the stations 
we use. Those gals usually have a 
large loyal following which we are 
glad to reach, and they are most help- 
ful with mentions and occasional in- 
terviews on their own shows." 

The participating retailer is urged 
to help put the show over with print 
ads, placement of Firth's special show 
promotion cards in his window and 
out on the floor and prominent dis- 
play of the carpets featured. 

Even station selection is determined 
largely at the distributor-dealer level. 
"They know local conditions, so we 
usually go along with their prefer- 
ence if the availabilities are right for 
us," Tobey explains. 

Spotlighting You is usually sched- 
uled in the 1-4 p.m. period on the 
rationale that by 1 p.m. most women 
have completed their housework and 
for the next three hours, more or less, 
their school-age children will be out 
of the house. Highest priority goes to 
1:30-3 p.m., considered most likely 
to find the ladies at leisure. 

However, for adjacency to effec- 
tive women's programing, Firth is 
willing to go into other time slots. In 
Miami and Washington, for instance, 
(Please turn to page 72) 
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RADIO GETS BOOST 
FROM SALES VIP'S 

^ Mennen, Red Heart, Taystee, Northwest and Citie 
Service executives plug radio's place in marketin; 

^ "No sentiment about it," says Bain, "we're 80/ 
in radio because it upped our sales 24% in year 



H ighpoint of the fifth annual 
National Radio Advertising Clinic, 
which the RAB staged last week on 
successive days at the Waldorf-Astoria 
in New York and the Sheraton-Black- 
stone in Chicago, were five unusually 
frank and meaty talks on radio's place 
in modern marketing campaigns. 

According to agency media and 
account men who attended the day- 
long sessions, there was more solid 
genuine sales enthusiasm generated 
for radio at this year's RAB get- 
together than at any industry meeting 
in recent history. And credit for a 
rising belief in what Raymond C. 
Keck of Cities Service Co. labelled 
the "tremendous resurgence in radio" 
belonged in large part to the five 
client spokesmen who talked on "The 
Radio Campaign." 

Leading off on the blue-ribbon ad- 
vertiser panel was Robert Lleyellyn, 
advertising manager, American Bak- 
eries Co. of Chicago which last year 
invested $500,000 in a spot radio 
campaign with a minimum of CO 
spots per week in 33 U. S. markets. 

Prime marketing consideration in 
Taystee's use of radio was the medi- 
um's ability to target housewives with 
frequency. "The average housewife 
buys bread three times a week," 
Llewell) n noted, "and any medium we 
used had to reach Mrs. Housewife 
often." 

A second important consideration 
in the Taystee media plan was the 
ability of American Bakeries' agency. 
Y&R, to come up with top flight com- 
mercials. Six variations of Taystee's 
"Breakfast in Bed" theme were re- 
corded with the best musical talent 
available (Taystee spent S27,000 plus 



residuals for the six recordings). 

The commercials themselves pr 
vided Taystee with a valuable mark 
ing bonus. Albums containing 
six songs were distributed to groc 
and interested listeners, and in 
Louis alone the bakery distribut 
more than 1,000 copies. 

Ray Keck, advertising manager 
Cities Service, also stressed the ma 
keting considerations which had d 
tated his company's continuing sh 
to radio. (SI million in spot radio 
1959, and radio increases due tl 
year.) 

"We have found in the oil bu 
ness," said Keck, "an increasing nt 
to reach motorists at strategic buy 
times. That's why 70% of our bud 
now goes into radio and outdoor." 

Cities Service concentrates its s 
buys in four drive periods per ye 
and goes after drive time peri 
(6:30-9 a.m. and 4-6 p.m.) on W. 
nesdays, Thursdays and Fridays, w 
eight-second reminders in weeke 
schedules. 

F. J. Torrence, advertising direct 
of John Morrell & Co., makers of R 
Heart Dog foods, emphasized that 
fiercely competitive nature of the ]| 
food industry put a premium I 
smart, econoiny-ininded media bul 

"We have 3,000 competitors," s J 
Torrence. "The average grocery st l 
stocks at least 15 brands of dog fool 
and I've counted over 50 brands a I 
sizes in some big supers." 

"This means we've got to reach cl 
prime target, housewives, efficient I 
economically and with great continl 
ty. A heavy radio campaign is cJ 
best answer — and we believe in usil 
it week in and week out." 
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William G. Memteu Jr., v.p. in 
large of sales at the Mermen Co., 
jscribed the highly successful spot 
impaign which Mennen ran from 
Jy to November 1959 in 75 markets. 
"Four weeks after the spots started, 
le of our largest St. Louis drug 
holesalers reported a 50% increase 
Mennen deodorant sales, with a 
i% increase in Foam Shave and a 
'i% increase in Quixana." said Men- 
:n. Only radio was used to push 
tese products. 

Mennen's 1959 campaign in spot 
aiKdio was directed at the male market. 
»Ve found it the most efficient way- 
reach men — including our own 
. | lesmen," said Mennen. He disclosed 
i Mntly expanded radio schedules in 
ari|,e coming year, for both Mennen's 
. en and teen-age lines. 
4 Gordon M. Bain, hard-hitting sales 
p. for Northwest Orient Airlines, 
fought chuckles from the audience 
the RAB Clinic when he disclosed 
.. at there was "absolutely no senti- 
n ient in our use of radio." Northwest 



Jlits 80% of its ad budget in radio 



icause it has "brought us sales in- 
jeases of $20 million in 1958, and 
en more in 1959. As long as it 
imtinues to produce for us, we'll 
ay with it." 

-iBain emphasized that an airplane 
a f-ket i s a "perishable commodity" 
,0 ui that airline advertising must have 
treme flexibility to meet emergency 
les conditions. "Our advertising 
jtency (Campbell-Mithun) boasts that 
iey can change radio in 24 hours — 
'id sometimes we make them do it. 
As proof of radio's result-getting 
t iwer, Bain described a new flight 
heduled by Northwest out of Chica- 
■ rf X. for Seattle at 6 a.m. Until radio 
[[kvertising pressure w T as put behind 
e flight it w T as operating at 20% of 
'parity. Within a week after radio 
jots started it w T as running 85% 
11, and has remained at this figure 
en after special radio promotion 
it has been discontinued. 
Northwest's radio commercial w T as 
e of eight chosen as "most effective' 
the RAB awards luncheon, and re- 
^ wived a gold plaque. Other winners: 
jidweiser (D'Arcy), Coca-Cola (Mc- 
jmn-Erickson) , Ford (J. Walter 
jiompson), Nescafe (William Esty) 
.:psi-Cola (Kenyon & Eckhardt), 
Ihlitz (JWT), Winston (Esty). ^ 



ft! 




WILLIAM G. MENNEN JR., v.p. market- 
ing' The Mennen Company, Morristown, N.J. 



ROBERT LLEWELLYN, advertising man- 
ager, American Bakeries Co., Chicago, III. 





RAYMOND C. KECK, advertising man- 
agr, Cities Service Company, New York 



. J. TORRENCE, advertising director, 
ohn Morrell & Company, Chicago, III. 
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GORDON M. BAIN, v.p. in charge of sales. 
Northwest Orient Airlines, St. Paul, M.'t 
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A CITY WILL RISE from this 8,000-acre tract of raw land in Boca Raton, Fla., mapped out by Centex city planners. Included: a modern industri 



^ City-builder, Centex, spends more than 65% of 
budget on spot radio to promote University Park opening 

^ Builder tops off saturation campaign with 120 spots 
9 stations opening day, draws crowd of 5,000 to site 



on 



X^entex Construction Co. builds 
cities, and radio helps to populate 
them. 

Within 10 years, the 8,000-acre 
tract of raw land at Boca Raton, 
Florida, pictured above, will yield to 
the guiding hand of master builder 
Tom Lively, Centex president, a city 
of 40.000. complete with schools, 
parks, churches and industry. But 
first Lively must find buyers for the 
10.009 homes he proposes to build 
there, and in order to do so he counts 
on a big assist from spot radio. 

Centex has built several similar 
projects across the country and has 
found a more important place for 



radio in each successive venture. 
From this experience the company 
has developed a two-phase advertis- 
ing technique. 

The objective of the first phase is 
to build a large audience for opening 
day ceremonies, for the larger the 
opening day crowd, the bigger the 
base for future sales. The objective 
of the second phase is simply to keep 
the company message in the public 
mind until all the houses have been 
purchased. The plans for promoting 
the L niversity Park development in 
Boca Raton called for 35^ of the 
budget to go to radio in the second 
phase of the campaign, but in the 



just completed first phase, radi 
share was better than 65%. The j 
suit: opening day crowds surpass 
all expectations, as nearly 5,000 j 
tential home-buyers swarmed into I 
project. 

The campaign, planned by- Cenl 
and its agency, Glenn Advertisil 
Dallas, was calculated primarily J 
reach the tourist, including many 
tired couples, with plans to settle 
Florida, who represent nearly 80^ 
the Centex market. 

In planning a campaign aimed 
the tourist in the Boca Raton ar-< 
says Tom Lively, "there are uni 
circumstances that have to be ta 
into consideration. Most tou 
aren't 'dial-switchers.' They'll £ 
pretty much to one station, 
what with the tremendous car re« 
down here, you want to get your s.J 
in traffic time. But in this vacat 
land, that's from sun-up to sun-d< 
Traffic time is sun time." 

Since Centex planned to begin 



; 
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^ irk, planned by industrial consultants Bennett & Kahnweiler, and a 10,000-home residential section, populated in large by a radio recruited citizenry 

1 



rat Himpaign just one week before open- 
H"! ig day, the schedule called for heavy 
'P"IHituration on nine stations covering 
Mpe Florida Gold Coast: 50 minute 
Announcements each were aired on 
VGBS, WQAM and WINZ in Miami : 
foVFTL, WWIL and WLOD, Fort 
« auderdale, and on WPOM, Pompano 
reach, WBDF, Delray Beach, and 
m VEAT, West Palm Beach. This phase 
ttti If the campaign reached its climax 
pn opening day when an additional 
20 spots were played. The nine-sta- 
on schedule continued for another 
wo weeks, closing out phase one. 

For this kind of a saturation sched- 
i!e the agency created three sets of 
0 commercials, with each set dated 
>y the pitch, "Go to the Grand Open- 
ng on — or "Grand opening today," 
rn *nd finally,: "Drive out and see it 
iri-jfow." In this manner the commercials 
icijljvere always timely, retained their 
iSjmpact. Following Lively's precepts, 
he spots ran from sun-up to sun- 
down and there were enough in each 
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group to provide for variety, cancel 
risk of antagonizing the non dial- 
switching tourist. The agency also 
felt that it couldn't tell the whole 
story of University Park in one min- 
ute so that the information on one 
spot complemented rather than dupli- 
cated the information on the next. 

The spots themselves contain some 
hard-sell. "In Florida," explains 



SCALE MODEL of University Park community 
in central rotunda of sales building was seen 
by more than 5,000 visitors on opening day 




Lively, "you're literally competing 
with a dream," which reasoning re- 
sults in the radio pitch. "Here in 
University Park you'll realize your 
life's dream." 

Centex knows that radio is doing 
a job for it because so many people 
come out to the site so well informed. 
Another plus offered by radio was 
the on-site interviews conducted with 
opening-day spectators by stations 
WPOM, WBDF, and WWIL. These 
stations dispatched mobile units to 
cover the event as a news story, had 
the interviews edited and on the air 
within an hour of when they were 
recorded. 

University Park has now been 
launched and is in phase two of its 
development. In phase two the real- 
estate sections of newspapers get a 
larger share of the budget, but radio, 
with a third of all ad expenditures, 
will still be depended on to bring in 
residents for the 10,000 homes de- 
signed and built by Centex. ^ 
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Part Two of a Two-Part Series 

AN INDUSTRY IN ACTION 



Since 6 October, 1959, when the House Committee on Legislative Oversight opened its hearings on q, 
show rigging, tv and advertising have been under the most severe attacks in their histories. During t 
same period all branches of the business have been taking energetic steps to correct abuses and tighten 
controls — yet a recent SPONSOR poll of broadcasters, advertisers and agencies disclosed that few know 
that has been done and accomplished. To present a clear chronological record of accomplishments, SP( 
SOH began in its last issue the story of "An Industry in Action." Chapter One outlined the actions tal 
by the National Association of Broadcasters, Columbia Broadcasting System, National Broadcasting 
American Broadcasting Co., and the Association of National Advertisers. Chapter Two deals with 
work of the American Association of Advertising Agencies and the Advertising Federation of Ameri 



The AAAA Record 

The American Association of Ad- 
vertising Agencies, numbering 339 
agencies and including most of those 
placing important tv business, began 
action on the tv-advertising crisis 
shortly after the first of the year. 

11 January — AAAA announces 
step-up in self-regulation procedures. 
Previously the Association's machin- 
ery for dealing with objectionable 
advertising (the AAAA Interchange) 
had called for an agency whose ma- 
terial had been cited by fellow mem- 
bers to "take corrective action or not, 
as it sees fit, including calling the 
criticisms to the attention of the ad- 
vertiser concerned." 

Under the new regulations, an 
agency is given specific responsibil- 
ity for taking corrective action, and 
if it does not do so, is reported to 
the AAAA Board. The Board may 
then request the member to resign. 

19 January — AAAA issues a new 
agency guide, "Interpretation of the 
AAAA Copy Code With Respect to 
Tv Commercials." 

Significantly, the new guide says, 
"Since the AAAA code was written, 
the medium of tv has arrived and 
grown to great stature. And the na- 
ture of the medium has brought many 
special problems of public responsi- 
bility for those who prepare tv com- 
mercials." 

The new AAAA "Interpretation" 
stresses that "Tv commercials are 
guests in the viewer's home," and em- 
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phasizes the need for good manners, 
as well as the usual safeguards 
against false, misleading copy. 

2 February — AAAA Chairman 
Robert M. Ganger,- addressing the 
ANA, says, "A Code is a necessary 
platform for voluntary self-regula- 
tion. . . . We have seen in the mo- 
tion picture field, and we are begin- 
ning to see in the case of the NAB 
Tv Code, that codes can exert an im- 
portant persuasive influence. 

"The AAAA Copy Code has been 
of great help to agency people. Per- 
haps it can become increasingly im- 
portant in other fields of advertising." 

Ganger announces that 158 offices 
of 126 AAAA agencies are now par- 
ticipating in the Association's "Inter- 
change" which gathers and reports 
complaints regarding any commercial 
that is in "bad taste, manifestly mis- 
leading, or otherwise objectionable 
to the public — objectionable even 
though it may not be in any respect 
illegal or contrary to law." 

In concluding, Ganger promises 
full AAAA cooperation with "all seg- 
ments of the advertising industry in 
any other step to advance the cause 
of voluntary self-regulation." 

The AFA Record 

The Advertising Federation of 
America, largest advertising associa- 
tion in the world, represents 50,000 
individuals in all branches of the 
business, 135 advertising clubs, 18 
national advertising associations. 



7 January — AFA counsel Morto 
Simon, testifying before FCC, ] 
sents nine specific recommendati 
for dealing with crisis. Recom 
dations include issuance of 
guide on tv advertising practices, 
tention of present legal concepts 
false, misleading advertising, avi 
ance of new legislation or censors! 
industry machinery of self-regulati 
program of consumer education. 

5 February — AFA Mid-winter C 
ference in Washington joins 318 
men, 300 Congressmen and Fed 
executives for exchange of views. 

AFA president James S. Fish 
nounces plan for advertising 
regulation to be administered in 
operation with Better Business 
reaus and merchant groups. 

12 February — AFA releases det 
of self-regulation plan. "Bill of t~ 
cifics" includes immediate coop 
tion between local ad clubs and 1 
in setting up ad codes and machin 
for preventing false, deceptive ad 
Using. Advertising which comes 
der "grey area" of poor taste, to 
referred to National AFA Et 
Committee. 

11 March — AFA issues status 
port on program, lists policing 
tions taken in Cleveland, Worce: 
Dallas, Pittsburgh, other cities. 

30 March — AFA outlines to 
clubs specific machinery for est 
lishing "Ethics Committees" and " 
vertising Panels" to prepare and 
lice local advertising codes. 
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TV BASICS/APRIL 



\lew audience data on tv web shows 



* Revised ARB format gives detailed viewer coinposi- 
011 via 14-way breakdown of male, female age groups 



7 ! 
1?! 

la A^ith next season's show buying 
^riod now underway, ARB provides 
>me interesting audience composi- 
bn figures for advertisers see 'dug 
jjtailed market data. 
This information comes from the 
ureau's December national report. 
' represents a summary of the rating 
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firm's new format for audience com- 
position data, which ARB began pro- 
viding in October and which contains 
a more detailed breakdown than was 
hitherto available (see chart below). 
Some of the chart's highlights: 
• The biggest group of nighttime 
network viewers, in most cases, are 



in the over 49 bracket. The older 
women like such show categories as 
variety, situation comedy, and dra- 
ma; the men, variety and western. 

• The women in the so-called 
young buying group (18-29) are 
more active tv viewers than the men, 
and prefer drama, mystery and vari- 
ety. Young men, on the other hand, 
prefer western and mystery. 

• Teens don t show any great vari- 
ation in viewing habits either by pro- 
gram category or by sex. ^ 



AUDI 


ENCE 


COMPOSITION OF 


MAJOR 


NETWORK 


SHOW 


TYPES 




Type 


No. Shows 


under 6 


6-12 


13-17 


18-29 


30-39 


40-49 


over 49 


WESTERN 


24 
















Male 


6 


19 


12 


17 


21 


18 


24 


Female 




7 


16 


10 


18 


21 


18 


22 


VARIETY 


12 
















Male 


4 


8 


8 


12 


18 


16 


25 


Female 




5 


10 


10 


21 


23 


22 


32 


SITUATION COM. 


15 
















Male 




9 


20 


10 


11 


14 


13 


21 


Female 




9 


27 


13 


19 


22 


19 


27 


ADVENTURE 


14 
















Male 




8 


16 


12 


16 


21 


17 


22 


Female 




6 


16 


10 


20 


23 


19 


21 


MYSTERY 


13 
















Male 


3 


10 


11 


17 


21 


17 


21 


Female 




4 


11 


11 


23 


23 


21 


21 


DRAMA 


8 
















Male 


3 


8 


9 


14 


20 


15 


22 


Female 




4 


10 


9 


22 


25 


20 


27 



Source: ARB, December, 1959, nighttime. Number of viewers per 100 homes = 
iiiiiiiiiiiiiiiiiiiiiiiiiii iiniiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiiii iiiiiiii::;iiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin Jiuiiiiij 

1. THIS MONTH IN NETWORK TV 

Specials scheduled during four weeks ending 6 May 



00 f ? PROGRAM (NETWORK)* 

'to 
ai 



COSTS SPONSOR, AGENCY, DATE 



T&T Bell Telephone Hr. (N) $275,000 

rt Carney (N) 225,000 

BS Reports (C) 57,500 

rthur Godfrey (C) 290,000 



[all of Fame (N) 
ob Hope Show (N) 
citation to Paris (A) 
ranees Langford Show (N) 
jerry Lewis Show (N) 

Rasters' Golf Tournament 
(C) 

BC Drama (Mark Twain) 
fN) 



250,000 
320,000 
250,000 
230,000 
260,000 

225,000 



225,000 



AT&T, N. W. Ayer, 4/29 
AC/UMS; Brother/Camp- 

bell-Ewald; 5/6 
Bell & Howell, McCann; 

Goodrich, BBD0; 4/21 
Greyhound, Grey; Sara 
Lee, C&W; Sears, Bur- 
nett; 5/6 
Hallmark, FC&B; 4/10 
Buick, McCann, 4/20 
Renault, Kudner, 4/27 
Rexall, BB00, 5/1 
Timex, Ooner & Peck, 
4/15 

American Express, B&B; 

Travelers Finance, Y&R; 

4/9; 4/10 
Purex, Weiss, 4/22 



PROGRAM (NETWORK)* 


COSTS 


SPONSOR, AGENCY, DATE 


Ninotchka (A) 


$275,000 


General Mills, BB00; 
Westclox, BB00; 4/20 


Our American Heritage (N) 


250,000 


Equitable Life Ins., FC&B, 
4/10 


Jack Paar Show (N) 


275,000 


Elgin, JWT, 4/26 


Playhouse 90 (C) 


150,000 


American Gas, L&N; All 
State, Burnett; R. J. 
Reynolds, Esty; 4/22. 
5/2 


Pontiac Show (X) 


275,000 


Pontiac, MacManus. J&A 




4/16 


Princess Margaret's 


90,000 


Yardley, N. W. Ayer, 5 6 


Wedding (A) 




Rexall Show (N) 


230,000 


Rexall, BB00, 4/24 


Show of the Month (C) 


275,000 


OuPont, BB00, 4/21 


The Royal Wedding (X) 


110,000 


Frigidaire, 0FS, 4/24, 5/1, 



V6 



Networks: (A) ABC TV; (C) CBS TV; (N) NBC TV. 
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2. NIGHTTIME C O M P A 



6:00 



6:30 



7:00 



7:30 



8:00 



8:30 



9. -00 



9:30 



10. -00 



10:30 



SUNDAY 

ABC CBS 



NBC 



MONDAY 

ABC CBS NBC 



TUESDAY 

ABC CBS NBC 



Small World 
OUn-Mathleson 
(DArcy) 
D F $30,000 



Meet The Pre 
Manhattan Shirt 
(Daniel A 
Charles) 

f-L J0.50 



Twentieth 
Century 
I'riuleiitiil 
■ H McC) 
DF $35,000 



Saber of Londoi 
Starling (DFS) 
Mj-F $28.00 
Hall of Fame 
(«:30-8) 0 



No net service 



D Edwaids 

.Mner Uuuie 
(Bales) 
X-L $9,500*1 



News 
Texaco (CAW) 
N-L $t;.500t 



D. Edwards 
Am. Home 
(Bttei) 
lit 

Carter (DFS) 
N-L 19.500t1 



News 
Tenco (CAW I 
N-L 16.500tt 



Broken Arrow 

Mars (Knox 
lie eves) 
W-F $45,00( 



Lassie 

Campbell Soup 
IIIUDOI 
AK 137. onn 



Overland Trail 

(7-8) 
Standard Brands 
(Bates) 
P. Lorlllard 
(LAN) 
W-F 134.501 
(hr.l 



No net service 



No net service 



John Daly News 

Kill 



0 Edwards 
Amer Home 
(repeat feed) 



News 
Texaco 
(repeat feed) 



John Daly News 
suit 



D Edwards 

Am. Uome 
alt Carter 
(repeat feed) 



News 
Twico 
(repeat fead) 



lot 



Maverick 
(7:30-8:80) 
Kaiser Co (YAR 
Drackett (TAB 
W-F 178.WH 



Dennis The 
Menace 

Ke)logg(Burnett) 
Best Foods 
(4/17 S) 
(GBAB) 
Sc-K 136.000 



Overland Trail 

P&G (BAB) 
Warner Lam. 
(Lambert & 
Feasley) 



Cheyenne 
(7:30-8:30) 
Ralston (Gard.) 
Am. Clilele 
(Bates) 
Itltrhle (K&E) 
W-F 182.501 



Kate Smith 
Show 

Am. Home 
(Bates) 
V-L 127.00C 



Riverboat 

(7:30-8:30) 
Sterling (DFS) 
Noxema (SSCB 
A-F 172.00 



Bronco 
(alt wki 

7:30-8:30) 
Brn & Wmin 
Hagger 
Slmonlze 
Quaker Oats 
W-F $82. M0 



No net service 



Laramie 
(7:30-8:30) 
UK (Me-E) 
Sunsbln* BUeultj 

(CAW) 
Collate (Batea) 
W-F $e5.<HX 



Maverick 



Ed Sullivan 
(8-9) 
Colcato (BatM) 
all Kodak (JWT) 
V-L 185.800 



Sunday 
Showcase 
(8-0) 
tarloua aponsors 
• 



Cheyenne 
Jtriinion A J 
(TAB) 
Armour (FCB) 
P&G (BAB) 



The Texan 
Brown A Wmsn 
(Bates) alt 
All State 
(Burnett) 
W-F 137.00C 
Playhouse 90 
(8-9:39) 0 



Riverboat 
Stand. Brands 

(Bates) 
Sunshine Blse. 

(CAWI 



Sugarfoot 
(alt wks 
(7:30-8:30) 
PAD 
Carnation, Gen 

Mills 
W-F $83,000 



Dennis O'Keefe 
Oldimoblle 
(Brother) 
Sc-F !38,00( 



Laramie 
HUM (Wada) 

Slmonlze 
(5/3) (TAB) 



Law Man 
R. J. Reynolds 
ftty) 
Whitehall 
(Bataa) 

w-r ni.oo 



Ed Sullivan 



Sunday 
Showcase 
Royal Wedding 
(8-9) 0 



Bourbon St. Bea 

(8:30-0:30) 
Brn A Wmsn 

(Bates) 
L-O-F (FSB) 
PAG (BAB) 
A-F 180,5(M 



Father Knows 
Best 
Lerer (JWT) alt 

Scott (JWT) 
Se-F 130.001 



Wells Fargo 
Amer Tobacco 
(SSCAB) 
alt PAG (BAB 
W-F 147.00 



Wyatt Earp 
Gen Mills (DFS) 
alt PAG 
(Compton) 
W-F 140.000 



Dobie Cillis 
Ptllibury 
(Burnett) 
alt 

Philip Morris 
(Burnett) 
Sc-F $37,001 



Ford Startime 
(8:30- 1:30) 
Ford (JWT) 
V-L 1230.001 
(average 



The Reb.l 

LAM(DFS) 
alt 

PAG (TAB) 
W-F 14J.5 



C. E. Theatre 

Gen FJectrle 
(BODO) 
Dr F 151,001 



The Chevy 

Show 
Dinah Shore 
(010) 
Chanolel 
(Camp-Bl 
V-L 1185.00 



Bourbon St. Bea 
lsodlne (R-kte) 
Reynolds Metal 
(LAX) 
Van Heuaen 
(Grey) 



Danny Thomas 
Gen Foods 
(BAB) 
Se-F 147,501 



Peter Cunn 
Bristol-Myers 
(DCSAS) alt 
B. J. Reynold! 

(Kaly) 
My-F 138.00 



The Rifleman 
Miles Lab 
(Wadel 
Ralston- Purina 
(GBAB) 
PAG (BAB) 
W-F 138.0IH 



Tightrope 
Pharmaceutical 
(Park son) 
alt 

Am Tob (SSCB 
My-F $30.00( 



Ford Startime 



The Alaskans 

(9:30-10:30) 
LAM. Armour 
A-F $77,50 



Hitchcock 
Presents 
Rrlsto)-Myers 
(TAR) 
1 Sly-F 130,001 



The Chevy 
Show 



Adv. In Paradisi 
(9:30-10:30) 
LAM (Me E) 
A-F 180.001 



Ann Southern 
Gen Foods 
(BAR) 
Se-F 140.001 



a 



Alcoa-Coodyea 

Theater 
Alcoa irxit) 
Goodyear (TAR 
Dr-F sns.nri 
Hall of Fame 
(9:30-11) 0 



Colt .45 
Whitehall 
(BatM) 
BmAW (Bates) 
W-F $18.00( 



Red Skelton 
Pet Milk 
(Gardner) 
alt 

8. C. Johnson 
(FC&B) 
CV-L 15J.00 



Arthur Murray 
Lorlllard (LAN 
lit 

Sterling (DFS) 
V-L $30.00 



The Alaskans 

7-Up 



Benny all 
Cobel 
Lerer (JWT) 
VC-L $47.00 



Loretta Younf 
Tonl (North) 
alt Wsmer La: 
(Lam & Feasley 
Dr-F 149.50 



Adv. In Paradis 
Reynolds Metal 
(LAX) 



Hennessey 
Lorlllard (LAN) 
alt 

Gen Foods 
(T.VR) 
Sc-F 130.00 



Steve Allen 
(10-11) 
Plymouth 
(Ayer) 
CV-L $125.00 



Alcoa Presents 

Alcoa (F8R) 
Dr-F 135.001 



Carry Moore 

(10-11) 
Kellogg 

(Burnett) 
r-P-G (BBDO) 
CV-L 1109.00 



M Squad 
Am Tob (SSCB 
A-F $31.00 
lack Paar 
(1011) 0 



Johnny Staccal 3 
Albertfl-Culrer 
(Wade) 
A-F $11,5 



What's My Lin 
Kelloct 
(Rumett) 
Sunbeam 
(Perrln Paul) 
O-L $32.0(1 



No net servici 



Ted Mack & 
The Original 
Amateur Hour 
Pharmaceutic*! 

(Parkson) 
V-L $23.0* 



June Allyson 
DuPont (BBDO 
Dr-F 144.00 



Steve Allen 



Keep Talking 
Minna) of Gmahi 

IBnzell A J) 
Q-L 118.001 



Carry Moore 

Polaroid (DDB) 
S. C. Johnson 
(XLABl 



No net service 



0 Specials, see paKP 4."> 

ttCost is per segment, 
ins or co op program^ 



Prices do not include sustaining, participat- 
Costs refer to average show costs including 
talent an.l production. Th.-y are grona (inclndt, 15% agency eommisaiom). 



They do not Include commerciaUa or time charges. Thia eh»rt eovcra « 
9 Apr.-6 May. Program types are indicated as follows: (A) AdveaM 
(An) Andience Participation, (C) Comedy, (D) Documentary. ■ 



i6 



SPONSOR • 9 APRIL lfl 



GRAPH 9 APR. - 6 MAY 



ESDAY 

NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



News 
Tain (CAW) 
tf-L M.SOOtt 



D Edwards 
Amer. Home 
(Bites) 
lit Phlllo Morrli 

(Burnett) 
iJ. 8,3 .Hlfltt 



News 
Texaco (CAW) 
L $6,500tt 



D Edwards 
Parliament 
(BAB) 
alt Amer. Home 
(Bates) 



News 
Texaco (CAW) 
tf-L $«.500tt 



No net service 



No net service 



No net service 



News 
Texaco 
(repeat feed) 



|ohn Daly News 
suit 



D Edwards 
Amer. Home alt 
Philip Morris 
(repeat fttdl, 



News 
Texaco 
(reoeat feed) 



John Daly News 
•uit 



D Edwards 
Parliament 
alt Amer. Home 
[amU 



News 
Texaco 
(repeat feed) 



Wagon Train 
(7:30-8:30) 
Ford (JWT) 
W-r 378,000 



Steve Canyon 

sust 



To Tell The 

Truth 
Carter (Batei) 
alt 

Tonl (North) 
i-L 822.000 



Law of The 
Plainsman 

Amer. Tob. 

(SSCB) 
P&G (B&B) 
Midas Muffler 

(Weiss) 
Sterling (DPS) 
v.v tun nim 



Walt Disney 
Presents 
(7:30-8:30) 
Man (Knox-B) 

Hill (Ayer) 
A-L IM.M4 



Rawhidt 

(7:30-8:30) 
Parliament 
(BAB) 
W-F 880,000 



People Are 

Funny 
Greyhound 

(Grey) 
Glenbrook 
(Mc-B) 
-F 824.000 



Dick Clark 

Show 
Beech-Nut 
Ufa Barer! 

(TAB) 
id L 814.SOO 



Perry Mason 

(7:30-1:3*) 
Collate (Bataa) 
Parliament 

(BAB) 
My-F 880.000 



Bonanxa 

(7:30-840) 
LAM ( Me-E ) 
BCA (JWT) 
Miles (Wade) 
W-F 878.000 



Wagon Train 
B. J. Reynolds 
(Esty) 
Ntt'l Blae. 
(Me-E) 



Donna Reed 
Campbell 
(BBDO) 
alt 

Johnson A J 
(TAB) 
Sc-F 838,000 



Betty Hutton 
Gen Foods 
(BAB) 
Ic-F 843.000 
ihow of Month 
(8-9) * 



Bat Masterson 
Sealtest (Ayer) 
Hill Bros. 
(West Coast) 
T 838,000 



VV 



Walt Disney 

Presents 
Canada Dry 
(Mathes) 
Derby (Mc-E) 
Ward Baking 
(Grey) 



Rawhide 
Colgate (Bates) 
Pream (BAB) 
Nabisco (Me-E) 
Wrlgley 
(EWRR) 



Trouble 

Shooters 
Phlllo Morris 

(Burnett) 
-F 839 500 
Royal Wedding 
(7:30-8:30) s) 



John Cunther's 

High Road 
Ralston (GRAB) 
Dr-F 831.000 



Perry Mason 
Sterling (DF8) 
Gulf (TAR) 
Hamm (C-M) 



Bonanza 
segs 00 en 



Price Is Right 
Lever (OBM) 
alt Soaldal 
(NCAK) 
)-L 811.500 



The Real 
McCoys 
PAG (Conotom) 
Sc-F 839,000 



Johnny Ringo 
S. C. Johnson 
(NIB) alt 
P. Lorillard 
(LAN) 
rV-F 838.000 



Producers' 

Choice 
Bris. -Myers 

(TAB) 
alt 

B. J. Reynolds 
(Esty) 

F 311.000 



)r 



Man From 
Blackhawk 
Miles (Wade) 
alt 

R. J. Reynolds 

(Esty) 
W-F 838,00* 



Hotel D'Paree 

Carter (SSCB) 

L&M (DFS) 
W-F 843.000 



Specials 
(8:30-9:30) 
various soonsort 



Leave It To 
Beaver 
Ralston (OBAB) 
Sc-F 830.000 



Wanted Dead 

or Alive 
Rm A Wmeon 

(Bates) 
Kimberly-Clark 
(FC&B) 

w-r S3S.0OO 



vtanCr Challenge 
R. J. Beynolds 
(Esty) alt 
Chemstrand 
(DDB) 
A-T 838.000 



Perry Como 
(»-10) 
Kraft 
(JWT) 
KoT-L $125,000 
Sob Hope Show 
(9-10) m 



Pat Boone 
Chevrolet 
(Camo-E) 
MuT-L 881.000 



Zane Grey 
8. C. Johnaoo 

(B&B) 
General Foods 

(OBM) 
rV-F 843,000 



lachelor Father 
Whitehall 
(Bates) 
alt Am Tob 
(Gumblnner) 
Ic-F 842.000 



17 Sunset Strip 
(9-10) 
Am. Chicle 
(Bates) 
Whitehall 
(Bates) 
My-F 885,000 



Desilu 
Playhouse 

(9-10) 
Westing house 
(Me-E) 
Dr-L $00,000 



Specials 
Art Carnev 
(8:30-10) A 



Lawrence Welk 

(»-10) 
Dodga (Grant) 
Mu-L 845,000 



Mr. Lucky 

Lever (OBM) 
lit Bm A Wmsn 

(Bates) 
A-F 813.000 



The Deputy 
Kellogg (Burnett) 
alt 

Gen Cigar 
(TAB) 
W-F 839.000 



Perry Como 



Untouchables 

(9:30-10-^0) 
Armour (FCB) 
7-TJo (JWT) 
LAM (Mc-E) 
DuPont (BBDO) 
My-F 880,000 



Markham 

Schlltz (JWT) 
alt Renault 
(Kudner) 
Iy-F $39,000 



rnie For d Sho w 
Ford (JWT) 
',V.L 842,000 



77 Sunset Strip 
H. Ritchie 
(K&ES 
R. J. Reynolds 
(Esty) 



Desilu 
Playhouse 
Arthur Codfrey 
(9-10) # 



Masquerade 

Party 
Hazel Bishop 
Donahue & Coe) 
alt 

Block Drug 
(Grey) 
l-L $18,000 



Lawrence Welk 



Have Cun. Will 
Travel 
Whitehall 
(Bates) 
lit Lerer (JWT) 
W-F 840.000 



World Wide 60 
(9:30-10:30) 
sust 



M0 



This Is Your 

Life 
PAG (BAB) 
p 852,000 



Untouchables 
Colgate (Bates) 
Ritchie (K&B) 
Carnation 

(EWRR) 



Revlon Revue 
terlon (Warwick 

A Legler) 
-L 8175.000 



You Bet Your 

Life 
Pharmaceuticals 
(Parkson) alt 
Lerer (BBDO) 
L 853,000 



Robert Taylor's 
Cap't of 
Detectives 
PAG 

(B&B) 
My-F $45,000 



Twilight Zone 
Gen Food (TAR) 
Kimberly-Clark 

(FCB) 
A-F 83S.000 
Playhouse 90 
(9-10:30) 9 



Cavalcade of 

Sports 
illlette (Maxonl 

(10-coni-)) 
lo-L $55,000 



Jubilee, U.S.A. I Cunsmoke 

(10-11) LAM (DFS) alt 

Massey-Ferguson Soerry-Rand [World Wide 60 

(NLAB) (T&RI 
Mu-L $20,000 PV-F $42 000 



Wichita Town 
PAG (BAB) 
V-T $38,000 



r ake Good Look 
Dutch Masters 
Jlgars (EWKB) 
alt open 
L 838.000 



Revlon Revue 

CBS Reports 
(10-11) * 



Lawless Years 
Alberto Culver 
(Wade) 
F 828.00C 



Black Saddle 

L&M (Mc-E) 
alt 

Alberto Culrer 

(Wade) 
« *• $38,000 



Person to Person 

Carter (SSCB) 
alt 
All State 
(Burnett) 
[-L $000 
(gratis) 



ackoot Bowling 
Jayuk (Werman 

A Schnrr) 
1 p-L $3,000 



Jubilee, U.S.A. 

Carter (4/9. 
4/23) (SSCB) 



No net service 



Mai From 
Intorpole 

Sterling (DFS) 
(A-F $25,000 



" r* m \. (F) Fi,m ' fI > Interview, (J) Jnvenile. (L) Lire, (M) MUc, 
|K Uu) Mueic. (My) Myetery, ( K ) News, (Q) QnizPanel. (Sc) Situation 
|, '"edy, (Sp) SporU. (V) Variety, (W) Weetern. tNo charee for repeats 



ONSOR • 9 APRIL 1960 



L preceding date means last date on air. S following date means etarting 
date for new show -or sponsor in time slot. 
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Intimate View of the 
Population Explosion 



Two years ago the alert readers of these pages 
backed us into a corner. One of our advertisements 
featured a young mother and infant at peace with 
the world watching television. Something was miss- 
ing — mother's wedding ring! We heard about it. 

To quell the tempest it was necessary to quote 
Dr. Harry Ezell, an O.B. well-known in these parts: 
"In the period immediately following childbirth, 
many young mothers find shoes, girdles and wed- 
ding rings to be physically uncomfortable. So in 
the privacy of their own homes, they take them off." 

In closing the case we present the happily mar- 
ried mother, her ring and her two healthy examples 
of Central Ohio's own population explosion. You 
will be astonished to learn that nearly 700,000 
babies have arrived in Central Ohio since World 
War II. To keep this growing Central Ohio family 
informed and in good humor is our responsibility 
at WBNS-TV. 

Baby-tending may keep our Central Ohio girls 
housebound, but don't think they're provincial. 
Channel 10's supply of 5,000 World Affairs news 
maps was oversubscribed in short order by a deluge 
of quarters from 51 counties and 233 communities. 

WBNS-TV programming reaches the after-school 
and after-work audiences with equal success. This 
program balance requires a sure native understand- 
ing of Central Ohio where we were born and raised. 

With such a direct line available to such an 
attractive market, time buyers wrap it up in these 
ten words: "// you want to be seen in Central Ohio 
— WBNS-TV." 

WBNS-TV 

CBS Television in Columbus, Ohio 

Recipient of the Gold Medal Award for Best Children's Pro- 
gram in the Midwest region by TV -Radio Mirror Magazine. 



* 3. )£ DAYTIME 



c o 




P A I 



10:00 
10:15 
10:30 
10:45 
11:00 
11:15 
11:30 
11:45 



12:15 
12:30 
12:45 



SUNDAY 

ABC CBS 



NBC 



Lamp Unto M 
FMt 
■utl 



Look Up & Livi 
■uit 



ABC 



MONDAY 

CBS NBC 



Red Rowe 
•uit 



On The Co 
■uit 



Dough Re Mi 
•uit 



Play Your 
Hunch 
■ uit 



Colette 



TUESDAY 

ABC CBS NBC 



Red Rowe 

IUl[ 



On The Co 
•uit 



Dough Re Mi 

■■St 



Play Your 
Hunch 
CulTer. Colgate 
SterlUt 
•It Colette 



FYI 
•u»t 



I Love Lucy 

sust 

Lerer 

alt sust 



Price It Right 

Cornel 

SUrllnt 
»lt Whitehall 



I Love Lucy 

sust 

Gen. Mill! lit 
nut 



Price li Right 
Lerer alt 

Nabiico 
SUn Brands 



Camera Three 
sust 



December Brid 
•uit 



Concentration 
CulTer alt 
Lerer 



December Bride 
suit 



Ponds alt Lever 



Scott 
alt (Ult 



Concentration 
JTlt-ldam 

Im alt 
AtVsn* CulTer 



lohns Hopkins 
File 7 
lust 



Restless Cun 
Best Foods 
Beech -Nut 



Love of Life 
Dumas Mllner 
alt lust 
Amer Horn* Pros 
alt Niblico 



Truth or 
Consequence! 

Miles 



Restless Cun 
Duibarme 
Beech-Nut 



Lov* of Life 
Gen- Mills 

al t Gold Sea l 
Amer Home 



Truth or 
Consequences 
Whitehall alt 

Nabisco' 
CuWer alt P*0 
l > Ciu l e 8 a Y t 



Bishop Pikt 
■uit 



Love That Bob 
Ex-Lax. Jobnson 
& J. . Staler. Tool 
Melmac. Lerer, 
Westgate. Borden 



Search for 
Tomorrow 
PtO 



It Could Be You 
Whitehall 



Guidins Light 
P*0 



Pteds alt PJkO 



Love That Bob 

Borden. Beech- 
Nut. Minute 
Maid. Best 
Foods. Knomark 



Search For 
Tomorrow 
PtG 



Guiding Light 
P&G 



AL CulTer alt 
Miles 

PtO alt 
Heinx 

(L 4A9) 



College Newt 
Conference 

MJIl 



About Faces 

Beech-Nut 
Knomark 
Sunbeam 



No net service 



News 
(1:35-1:3*) 
•uit 



No net service 



About Faces 

Beech-Nut 
Sunbeam 



No net service 



News 
<1:JS-1:S0) suit 



No net service 



Frontiers of 
Faith 



World Turns 

via 

Nabisco alt 
Cematlen 



No net service 



World Turns 

P*Q 
Sterling alt 

H. Curtis 



No net service 



Easter 
Program 

(1/17: 3-3:30) 
suit 



NBA Pro 
Basketball 

Anheuser-Busch 



Day In Court 

Renuzlt, Best 
Poods. Sterllm 
Block. Wihtehall 

mrliff 



For Better Or 
For Worse 
■uit 



Queen for a 
Day 

sust 



Day In Court 

Simonize, Toni 
Johnson ft J. 
Borden. Gen. 
Mills. Block 



For Better Or 
For Worse 

sust 
Gold Seal 
alt sust 



Queen tor a 
Day 
sust 
Alberta Culssr 
alt Block 



Passover 
Services 

(4/10; 3-3:30) 
sust 



NBA 



Onen Hearing 

tntl 

Campaign 
Roundup 

(4A7 S: 3-4:30) 



Sunday Sports 
Spectacular 
(3-4:30) 
Sehlltz alt sust 



NBA 



Championship 
Bridge IL 4/10) 
No. Amer. Tan 
Unci 



Sports 
Spectacular 



Campaign 
Roundup 



Sports 
Spectacular 
Masters Coif 
Tournament 
(4-5:30) m 



Campaign 
Roundup 

(4/10; 4:30-5) 
suit 



Face the 
Nation 
sust 



World Champ 
Coif 
Phillies alt 
Gem Razor 

Sp-F »50.00( 



Matty's Funday 
Mattel 



Conquest 
sust 



World Champ. 
Coif 



Lone Ranger 
Oen Mills 
Sweets 



College Bowl 

Gen. Electric 



Time-Present 
Kemper Ins. 



Cale Storm 
Armour 
War-Lam 

Borden, Tool 
Sterlinf 



Art Llnklerter 
Lerer 

S. C. Johnson 
Tan Camp 



Loretta Young 

sust 



Cale Storm 
Drackett, Sterlinf 
Borden. Durkee 
Lerer. Gen. Mills 

Trmi Wf-t trail- 



Art 



Linkletter 

Scott 
alt Tonl 
Kellocc 



Loretta Young 
sust 



Beat The Clock 

Min Maid. Cotj 
Knomark. Ei-Lax 
Block. Sunbeam 



Millionaire 
Colgate 



Young; 
Dr. Malone 
•ust 



Beat The Clock 

Lever. J&J, Red 
Bsll. Simonize 
Beech -Nut Mel- 
mac. Renuzit 



Millionaire 

sust 



Yosjng 

Dr. Malone 
sust 

Sterlinf alt 



Who You Trust? 

T.*r*r. Armour 
B-Nut. Sunbeam 
Block. Knomark 

Toni. Simonize 



Verdict Is Your! 
•u«t 

Amer Home 
alt suit 



From These 
Roots 

sust 



Who Do You 
Trust? 

Sunbeam, Ex-Lax 
Block. Simonize 
Whitehall 



/erdiet Is Yours 

Sust alt 
alt D. Winer 



Scott alt Toni 



From These 
Roots 

■Hit 

Lerer alt suit 



American 
Bandstand 

Best Foods. Gen. 
Mills. Lerer. 



Brighter Day 



Secret Storm 
Amer Hosoe Prod 



Comedy Theatre 

sust 



American 
Bandstand 

Welch. Borden 
Best. Lerer, 
Coty. Gen. Mills 



Brighter Day 
P4G 



Amer. Band 
Tositan 
Armour. Keepaake 
Goodrich 



Edge of Night 
PfcO 

H. Curtis alt 
S. C. Johnson 



Adventure Thea. 
•ust 



Amer. Band. 
Tonl. Hollywood 
Candy. Keepsake 
Northam War. 
Elgin. Goodrich 
PosUan 



Secret Storm 
Gen Mills 

aU Scott 



Comedy Theatre 
suit 



Edge ef Night 
P*Q 
Sterlinf 
alt 

Armstrong Cork 



Adventure Thea. 
sust 



American 
Bandstand 
eo-ep 



American 
Bandstand 
eo-op 



Rin Tin Tin 
Sweeti 
Gen. Mills 
Bosco. Kool Aid 



Rocky & His 
Friends 

Gen Mills 
Bosco. Sweets 

Kool Aid 



HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COM PARAGRAPH 



The network schedule on this and preceding pages (48, f 
includes regularly scheduled programing 9 April 
6 May, inclusive (with possible exception of chan 
made by ihe networks after presstime). Irregularly stl 



G R A P 




9 APR. - 6 MAY. 



JESDAY 

NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS NBC 



SATURDAY 

ABC CBS NBC 



Dough Re Mi 
auat 



Red Rowe 
■uit 



Dough Re Mi 

SUSt 



n iir v . 



Red Rowe 
auat 



Dough Re Mi 
•uit 

SUSt lit 

Brn A Wmsn 



Heckle fr Jeckl 
■uit 

Gun. MUli »lt 
amt 



Howdy Doody 
Nablaco 
lit iuit 
Continental 
Biklnc 



Play Your 
Hunch 
■uit 



On The Co 
Laivry'i lit 
■uit 

Supp-tlose ill 
S. C. Johnson 



Hunch 
Warner Lira i 
Colgate 
Miles lit 
He inz 



On The Co 
suit 



sust alt 
C. Johnson 



Play Your 
Hunch 

Colgate alt sust 

Sterling alt 
Colgate (4/15 S 



Mighty Mouse 
■uat 

Colgate alt 
mat 



Ruff tr Reddy 
Borden 



Price Is Righ 
Frlgldalre 
alt Sterling 



I Love Lucy 
Armstrong 
alt sust 
I". S. Steel alt 
Slmonize 



Price Is Right 
Culver 
alt Lever 
UllH alt 

sust 



I Love Lucy 
aust 



Qerber alt 

Kodak 



Price It Right 
Lortr ail 

Ponds 



Lone Ranger 

Gen Mills 



Fury 
Borden 



Stand Brandt 



id. 



Concentration 
Mllea 



Nablao alt 

Brlllo 



December Bridp 

sust 



Concentration 
sust 
alt Lever 
Heinz alt 
Whitehall 



December Brid 

sust 



Slmonize alt 
sust 



Concentration 

Mi les alt Pon ds 
Lever alt 
Brn A Wmsn 



Love Lucy 

sust 



Circus Boy 
Miles alt auit 



Truth or 
Consequences 
Helm 

PAO 



Cuu l J B i ¥— 

Whitehall all 

sust 
Oongol. Block 
(L 4/20), Helm 

(V4 S) 



Restless Cun 

Drackett. Sweet); 

Westgate 
Beechnut, Hill 

Simonize 



Love of Life 

Quaker alt Lev. 

A mar Horn* 



Truth or 
Consequences 
Stan Brands 

(L5/5) 
PAG 



Restless Cun 

Slmonize. Swee 
Drackett 
Best Poods 
Borden 



Love of Life 

Lever (wkly.) 

Gen Mills alt 
Stand. Brands 



truth or 

Consequences 
Frig, alt Congo 



PAG alt 
Whitehall 



Lunch With 
Soupy Sales 
Gen Foods 



Sky King 

Xablsco 



True Story 
amt 

Starling Drue 



Love That Bot 
Armour. Sterling 

Drackett. Mln 
Maid. Dursharm 
Tonl, Block 



Search for 
Tomorrow 
PAG 



Guiding Light 
PAO 



It Could Be 
You 
Mllaa alt 

Nabisco 
TAP ' 



Love That Bob 

Beech-Nut, JAJ 
Drackett, Armou' 
Gen. Foods 

.MeJmac 



Search for 
Tomorrow 
PAO 
Guiding Light 
EAfl 



Could Be You 
Stand Brands 
ah Frliidalre 



Detective Diary 
Sterling Drug 



PAG 
Ufii 



alt 



No net service 



About Faces 
Ei-Lai 
Sunbeam 
Slmonize 



No net servlc i 



News 
11:15-1:30) tuai 



No net service 



About Faces 

Best Foods 
Beechnut 

Hills Bros. 
Simonize 



No net service 



No net service 



No net service 



Saturday News 

sust 



Mr. Wizard 
tust 



No net service 



As the World 
Turns 
PAO 
PllUbury 



No net service 



The Shroud 
of Turin 

(4/15; 1:30-2) 
sust 



World Turns 
PAO 
Quaker 
alt Oen Mills 



No net service 



Queen for a 
Day 

sust 



Day In Court 

Knomark. Gen 
Fds. Lever, Ge i 

Mills, Drackett 
I&.T, Block. Bes: 



For Better Oi 
For Worse 

Toni alt sust 

sust alt 
Dumas Milner 



Queen-Day 
Congoleiim 
alt sust 
PAG alt Hetnz 



Day In Csurt 

Lever. Armour 
Drackett, Tonl 
Beech-Xut 
Simonize, Ex-La : 



For Better Or 

For Worse 
Lever alt auat 



Queen for a 
Dav 

sust alt Nabisco 
P&G alt sust 



Baseball Game 
of Week 

(4/17 S) 
Falstafl. Colgate 
State Farm Ins 



lien Mill! 
Sp-L $6,000,0*0 



Loretta Young 

Nestle alt sust 

Frlgldaire alt 
sust 



Gale Storm 

Beech-Nut. Ger 
Mills. Best 
Drackett. Borde 

T^ver I R- T 



Art Linkletter 
Kellogg 

Plllaburj 



Loretta Young 

Nestle (4/21 S) 
alt sust 



Helm alt 



Gale Storm 

G. Mills, G. F<i 
Coty, J&.I. Mir 
Maid, Simonizt 



Art Linkletter 

Lever Bros 
Bauer A Black 
alt Armstrong 



Loretta Young 

sust 



Young 
Dr. Malone 
aust 
Heinz alt aust 



Beat The Cloc 

Johnson A J.. 
Cnlv Gen. Fond 
Drackett. Red 
Ball Rcstonlc 



Millionaire 

Simonize alt 
Stand. Brands 



Quaker Oats 



Young 
Dr. Malone 

Miles 

Culver alt sust 



Beat The Cloc 

Beech-Nut. Leve > 
Armour, Sunbeai i 

Drackett. Red 
Ball. War. -Lam 



Millionaire 
Oolrate 



Young 
Dr. Malone 
suat 



Sterling alt susi 



From These 
Roots 
sust 



Who You Trust 

Drackett, Tonl 
Peter Pin. Leve 
Beech-Nut, Ar- 
mour. War-Lan 



Verdict Is Your 
Sterling alt Leve • 

sust alt 
Amer. Home 



From These 
Roots 

Lever alt sust 

Stand. Brands 



Who Do You 
Trust? 

Drackett. Gen 
Foods, Peter Pa 
Beech-Xut. Renu 

-" " n " 



Verdict Is Youi 

Gen Mills 
alt Slmoniz 

sust 



From These 
Roots 
ausl 



Lever alt sust 



Comedy Theatn 
sust 



American 
Bandstand 
T.erer. Gen Mill 
Beech-Nut, Welc I 
Gen Fds. Armou 
ITnllvirnnrt f.nrt 



Brighter Day 
PAG 



Secret Storm 
Rem. Rand 
*■— B — 



Comedy Theatr 
sust 



Amer. Band. 

Gen Fds, Weir i 
Oen Mills. Leve 
Tonl. Best Food 

Rnrrifni 



Brighter Day 

PAO 
Secret Storm 
Amar Home Pro 
■ II l« 



Comedy Theatr 
aust 



Natl-. Amer. 
League Basebal 

(4/1C S) 



Adventure Thea 

sust 



American 
Bandstand 
Northam - Warrei 
Keepsake, Elgin 
Toni, Old Londoi 
Tli lit mi 



Edge of Night 
PAO 
Plllaburj 



Adventure Thea 
aust 



Amer. Band. 
Posltan. Armou 
Alberto Culver 

Keepsake 



am-WarrfT 



Edge of Night 
PAO 

Amer Home 
alt 

^^terlin|^_ 



Sp-L S2.-50.000 



Adventure Thea 
aust 



NBA Basketball 
(rarloua tlmea) 
Anheuser-Buach 
(14 Rec.) 

Bayuk (% Vet> 



American 
Bandstand 

oo- op 



American 
Bandstand 
eo-op 
Princess Mar,. 
Wedding 



Masters Golf 
Tournament 

(5-61 0 



Rocky and 
His Friends 

C.en Mills 
Bosco. Sweets 
Kool-Ald 



■n 



I , Ji l l 0 



Rin Tin Tin 
Gen Mllla 

Bosco 
Kool-Ald 



liese are package prices and include time, talent, production and cable costs. 

ed programs appearing during this period are listed 
well, with air dates. The only regularly scheduled pro- 
ams not listed are: Tonight, NBC, 11:15 p.m.-l a.m., 
onday-Friday, participating sponsorship; Sunday News 



Special, CBS, Sunday, 11-11:15 p.m.; Today, NBC, 7-9 
a.m., Monday-Friday, participating; Netvs CBS, 7:45-8 a.m. 
and 8:45-9 a.m., Monday-Friday. All time periods are 
Eastern Standard. 



As advertisers require more marketing, SPONSOR ASKS: 



How much merchandising support 
should an agency give a radio/t 




Agency merchandising services for 
clients, and their proper relation- 
ship to advertising, is appraised 
by three representative agencies 

John P. Warwick, r.p. in charge of 
operations, Warwick & Legler, Inc., .¥, Y. 

The only answer that makes sense 
to me is — a sensible amount. A sen- 
sible amount from the agency stand- 
point would, of course, be relative to 



A sensible 
amount, 
depending on 
particular 
client's needs 



the size of a particular client's appro- 
priation, the nature of the client's 
business, the over-all agency service 
being rendered to the client, the depth 
of the agency's staff, etc. 

From the client's standpoint, a 
sensible amount should be related to 
these same factors as well as the 
depth of the client's own marketing 
staff and what would be "fair" to ex- 
pect and require of the agency. 

Every client-agency relationship is 
an individual case and the answer to 
"how much?" cannot often he mea- 
sured in terms of dollars, number of 
manhours. number of people, number 
of different services, etc. The "how 
much?" must be individually con- 
sidered in each relationship and this 
can best be done when both parties 
sit down together and take a sensible 
viewpoint. 

In a sense, the question you ask 
pre-supposes that there is a commonly 
accepted list of marketing services. I 
don't helieve this is necessarilv true. 

If 10 advertising managers or mar- 
keting managers were to make a list 
of marketing services that they ex- 
pect from their agency, no two lists 
would be exactly alike. What might 
be important to one company, might 



not even be mentioned by another. 
This is another reason why each re- 
lationship is special unto itself. 

The same thing that will make one 
agency superior to another in its 
creative work can also make an agen- 
cy more valuable in its marketing 
contributions. The agency business 
still is, and we hope always will be, a 
business of ideas. If 1 were a client, 
I would not look exclusively for 
breadth and scope of marketing serv- 
ices; I would look for bright market- 
ing ideas. A 250-page looseleaf mar- 
keting presentation might make for 
interesting reading and lead to an in- 
telligent advertising viewpoint. But a 
sharp, imaginative packaging idea or 
related item promotion or a hot pre- 
mium or a unique discount structure 
idea, etc., might give my sales a "shot 
in the arm" and could be spelled out 
on a half a page. 

In a nutshell, I believe an agency 
should offer each client a sensible 
amount of marketing service, depend- 
ing upon the needs and conditions 
and the most important part of the 
marketing service should be imagina- 
tive marketing ideas. 

Robert L. Haag, senior v.p., Kastor Hil- 
ton Chesley Clifford & Atherton, Inc., A*. Y. 

Much of the material created by 
agencies for support in all areas is 
wasted. This should not lead us to 
invalidate the purpose, but rather to 
question the means of fulfillment. 



Properly 
conceived, 
merchandising 
is integral part 
of campaign 



Properly conceived and utilized mar- 
keting support becomes an important 
part of the integral program. 

A program can miss because of 
poor timing. The broker was not 




given sufficient notice and the effoi 
of his force has already been cod 
mitted to the product of anothl 
manufacturer. At the retail level, tit 
ing can also be decisive. The retail 
must have promotional material fl 
enough ahead to include it in his o^ 
program. 

There are many factors, each 
which may be the key. that must 
considered at the inception of tl 
planning of a successful back-up pi 
gram. The type of trade, the phyj 
cal size of the product, duration 
the promotion, weight of advertisij 
and the competitive market are li 
a few. 

The selection of the right type I 
material is equally complex. Firstl 
must be acceptable to the retail! 
Then specific knowledge and cons| 
eration must be used to insure its 
ceptance at the local level. My pM 
sonal experience has been that rl 
most successful promotions have 
curred when the retailer had a ha| 
in the design and production of 
point-of-sale materials to be used 
him. 

Today's competitive marketing ci 
ditions mandate that a campaign 
given every available marketing 
sistance. Our promotional suppJ 
has continuously proven benefic] 
If many fail, the techniques are sp| 
ious, not the concept. Failure is I 
methods and should not result in II 
emphasis on the value of well-ll 
anced, pertinent, coordinated age] 
marketing support. 

Clifford W. Davis, senior v.p., dir 
mdsg., Lennen & Xewell, Inc., New 11 

At Lennen & Xewell we believe tl 
maximum merchandising support I 
client radio and tv campaigns im 
"must" to ensure effective returns \ 
our clients' investment. 

By merchandising we mean: 
1. Tell and sell the client s i 
force and trade about the progri 
It stands to reason that client sf!" 
men must be proud of their asso: 
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l campaign 



on with a program and convey this 
ithusiasm to wholesalers, brokers 
id retailers. 

I, Tie-ins with every phase of cur- 
nt client marketing effort, includ- 
g point-of-sale, special offers and 
asoual promotions. 
3. Establish sponsor identity — 
uild an association in the consum- 
s mind between the sponsor's prod- 



Maximum 
support of 
spot and net 
campaigns 
is essential 



;t and the program by using pro- 
ram personalities whenever possible. 
\ Maximum merchandising support 
a "must" for clients' spot cam- 
aigns as well as for network shows. 
1 We have high regard for local sta- 
'on merchandising personnel, and 
;e aware of the steady demands that 
'■e made on them by every client 
ho buys time. Recognizing this, we 
jrovide each station with a practical 
jorking kit that contains glossies, 
ats, news items, feature ideas, in- 
rview suggestions and practical and 
inexpensive displays and other mate- 
'al which will make a national cam- 
jign more meaningful at the local 
!vel. We even include a memoran- 
dum from the merchandising director 
a? ' the agency to the women's editors 
id feature editors of local papers 
living story outlines for features 
ased on our programs. 
The local client distributor is in- 
>rmed that his local stations have 
sen provided with a working kit, 
id we urge him to cooperate with 
leir merchandising departments. 
Each station is asked to provide us 
ith written reports on their activi- 
es. These reports are carefully read, 
ibulated and discussed with the 
lent in preparation of future mer- 
landising campaigns. ^ 




You Can't 
Score 

From there, 
HANDSHOE 



You have to Buy Broadcast IN 
Lexington to reach the 149,500 
homes in the prospering 30- 
county Lexington retail trading 
area. The five Lexington Broad- 
casters consistently and domin- 
antly influence 559,200 people in 
making $445,793,000 in retail 
purchases and $104,334,000 in 
food purchases. Buying Cincin- 
nati or Louisville won't get the 
job done in Central Kentucky. 
Get your share of $657,165,000 
c. s. i. by buying Broadcast IN 
Lexington . . . the only way to 
reach this rich, growing 30- 
county trading area. 



You Have to Buy LEXINGTON 
to Cover the Rich, Growing 
30-County 



CINCINNATI 




FROM THE FABULOUS FIVE IN LEXINGTON 

WBLG ★ WLAP ★ WVLK ★ WKYT-TV *WLEX-TV 



3 0NS0R 
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MIKE: WHATS THE BEST MAINE 
VROBVEM ?) CHANNEL BUY IN I960: 





Your 



MAINE 




ABI 



Our Reference: Any ARB 
Represented by: George P. Hollingbery C< 

New York, N. Y. 
Kettell-Carter, In 
Boston, Mass. 



WABI-TV 



CHANNEL 5 



MEMBER OF THE 




wabi AM 



TV 



BANGOR 



wagm ^ 

PRESQUE ISLE 



wpor 



PORTLAND 



HORACE A.HILDRETH,PFl 
WALTER L.DICKSON, V. P. I 
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What's happening in V. S. Government 
that affects sponsors, agencies, stations 



9 APRIL I960 
Coyrlil* ikc 

SPONMR 

•ublioation* ma 



WASHINGTON WEEK 



Rep. Oren Harris (D., Ark.), chairman of the House Commerce Legislative 
Oversight subcommittee, has turned the broadcasting industry practically inside 
out, without the passage of a single bill by Congress. 

It appears this week that he will continue adding fuel to the broadcasting fire, and chances 
grow stronger as the days pass that no major legislation inspired by his probes will be 
enacted into law. At least not for another year. 

The regulatory agency ethics bill could still make it this year, but probably only if the 
Senate Commerce Committee will give up its own vested rights to full hearings and due de- 
liberation. Another possibility with this idea which cuts across committee lines lies with the 
Senate Judiciary Committee. That group has already held hearings on its own ethics meas- 
ure and has thus far come up with nothing but disagreement. 

Probably some non-controversial subcommittee report recommendations could make it 
through the adjournment rush this year if Harris decides to spin them out of what amounts 
to an omnibus legislation thus far slated to be considered as a package. Such as strengthen- 
ing FCC powers to forbid payola and plugola and making quiz rigging a crime, new 
laws for which the FCC has asked. 

Harris is pushing his network regulation bill, which includes a tightening up of rules on 
sales of stations to prevent so-called trafficking. Three short days of hearings have been set, 
12-14 April, with ABC d.j. Dick Clark and payola due to shoot back into the limelight about 
21 April. 

Three days couldn't begin to accommodate the flood of witnesses who will wish to testify 
on those controversial matters. And further hearing days, in light of the new payola proceed- 
ings, probably couldn't be set for much before mid-May. Congress aims at adjournment 
in the first few days of July, so the legislators will not miss the political conventions. 

If the other matters are spun off so they can be considered separately, the lack of any real 
opposition could well permit passage even in an adjournment rush. Network regulation 
could have no chance this year, and any other of the many Harris subcommittee recom- 
mendations which are permitted to wait for disposition of the station sale-network regulation 
bill would obviously also die on the vine. 

Unless Congress goes into a special fall session, which is unlikely, we are now in the 
last and frantic half of this second year of the 86th Congress. 



The FCC by a 3-2 vote refused to pull back its horns about its strict sponsor- 
ship identification interpretation, but by a 5-0 tally voted to permit broadcasters to 
have their say about it. 

Bartley was the non-voting Commissioner in both cases. Hyde and Lee voted for suspen- 
sion of the dictate which the broadcasting industry so ardently desired. The industry may 
file its objections until 2 May. 



The deadline for filings on the FCC's proposals to add radio stations to the 
clear channels brought the expected opposition and support. 

Network filings seemed to throw the balance on the side of duplication. CBS radio said 
it would not oppose, though not liking the idea. NBC radio said need in presently unserved 
areas outweighs the likely losses. ABC said it would support a modified idea. 
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Significant news, trends 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 
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Cwyrlgtit I960 
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A rundown of especially active shows in the week of the NAB convention 
he taken as an indicator of the sales and programing climate this year in sym 
tion as a whole. 

Only these two shows to be introduced in recent weeks are chalking up sales: 

• CNP's Blue Angels, sold in around 60 markets to Conoco (B&B). 

• Ziv's Home Run Derbv, now sold in 112 cities. 
Much business is coming out of these shows that were introduced some months ago: 

• ITC's Interpol Calling has registered 1.25 million in sales, and is in 83 dom| 
markets plus a number of areas overseas. 

• Ziv-UA's The Vikings has reached the 124-market mark. 

• CBS Films' Robert Herridge Theatre, sold in Australia (ABC) and Canada (Cj 
both network deals, and is negotiating in Britain (BBC). 

• CNP's Pony Express, reportedly sold to an additional regional client for its entire 
(previously the sponsor used varied shows in each city). 

The re-run market has also been active; Ziv's Highway Patrol repeats have been: 
in 132 cities. (For details on all sales, see FILM WRAP-UP, p. 64.) 



Sam Cooke Digges and Robert F. Lewine, administrative and programs chj 

respectively, of CBS Films, will also cover network sales responsibilities until such time 
new CBS Films sales v.p. is named. 

On the syndication side, Jim Victory will handle local and regional sales. 



Three Stooges shorts have scored ratings successes for two consecutive } 
and Screen Gems released additional shorts for a third year this week. 

It was at the 1958 NAB convention that the first 78 Three Stooges shorts were relei 
40 more were added in 1959. The new release of 72 brings the total up to 190 shorts 

Currently 165 stations are telecasting the shorts; most of the original users also bi 
the second package last year. 

Typically the Three Stooges appear locally in Monday -through-Friday strips betwee 
hours of 5 and 7 p.m., but some stations have worked out other play patterns which 
been successful. 



Here are 10 latest ARB ratings for Screen Gems' Three Stooges : 




CITY 




RATING 


STATION 


Chicago 




13.4 


WGN-TV 


Cincinnati 




26.0 


WCPO-TV 


Cleveland 




22.5 


WEWS-TV 


Miami 




12.2 


WTVJ 


Milwaukee 




20.1 


WISN-TV 


Minneapolis-St. Paul 




19.5 


WCCO-TV 


New York 




19.3 


WPIX 


New Orleans 




15.8 


WDSU-TV 


Seattle-Tacoma 




30.9 


KOMO-TV 


Washington 




18.8 


WTTG 
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FILM-SCOPE continued 



The syndication business the past §ix months has been like a revolving door 
in this respect: more and more regional advertisers kept changing the syndica- 
tors that supply them. 

Of course, many regional spenders are still buying from the same syndicator they've been 
with for several seasons, but note this listing of where the money was spent this year as com- 
pared to the year before : 

REGIONAL ADVERTISER LATEST SYNDICATION BUT 

Ballantine Shotgun Slade (MCA) and 



Blue Plate Foods 
Conoco 
DX Sunray 
Lucky Strike 



Johnny Midnight (MCA) 
Shotgun Slade (MCA) 
Blue Angels (CNP) 
Grand Jury (NTA) 
Lock-Up (Ziv) and 

This Man Dawson (Ziv) 



LAST YEAR S BUY 

Highway Patrol (Ziv) and 

Bold Venture (Ziv) 
Cannonball (ITC) 
Whirlybirds (CBS Films) 
N. Y. Confidential (ITC) 
S. A. 7 (MCA) 



Popeye cartoons after three years on the air are maintaining ARB ratings of 
15 or more in 133 cities according to a recent UAA study. 

UAA also discovered that Popeye and Warner Bros, cartoons in some markets are actually 
doing better at present than two years ago. 

Here are markets where a marked increase or steady level has been shown: 



CITY 


STATION 


NOV. 1957 ARB 


FEB. 1960 ARB 


Columbus 


WBNS-TV 


13.9 


19.1 


Providence 


WPRO-TV 


19.5 


24.9 


San Diego 


KFSD-TV 


15.5 


18.4 


Spokane 


KREM-TV 


18.7 


19.7 


South Bend 


WSBT-TV 


14.9 


17.4 


New York 


WPIX 


14.9 


14.3 


Los Angeles 


KTLA 


12.0 


11.5 



r 



■ 




COMMERCIALS 



You can expect an open letter shortly from a major commercials producer at- 
tacking the present price and bidding system in commercials. 

It's understood that he will make some proposals to remedy the alleged evils of loss- 
selling to some clients and price-padding with others — abuses that supposedly arise from 
the bidding system. 

Wallace Ross predicts that at least 1,000 commercials will be entered in the 
First American Commercials Festival next month. 

One unexpected emphasis came out of an analysis of the first entries and the traffic of 
application requests: A large number of advertisers are entering their own commer- 
cials, or asking their agencies to do so. 

Entries for the festival close the week of 18 April; the festival takes place 18-20 May 
in New York and will feature a collection of Commercials Classics of the past ten years in 
addition to competitive screenings of current commercials. 

There are two entirely different effectiveness patterns in commercials using the 
"tradition" approach. 

A Schwerin study of beer commercials reveals that appeals based on traditional qual- 
ity are relatively ineffective unless they are supported by an up-to-date statement of 
specific consumer benefits. 



sor • 9 april 1960 57 



A round-up of trade tali 
trends and tips for ad 



SPONSOR HEARS 
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Don't be surprised if the McCann-Erickson empire goes off into an entir 
new direction of diversification and acquires things with capital assets. 

What this would lead to: converting the combine into a public corporation and maki 
the stock available to public investors. 



Gillette's deal for the NCAA games with ABC TV sort of pulled the rug fro 
under Schick (B&B). 

Schick had a quarter of the football series last season and it had another option goi 
with NBC TV for this fall. 



The lemon section of the Sunkist Growers account has been listening to agen 
bids. 

It represents a small segment of the $3 million spent by the cooperative, but the agenc 
making the lemon pitches figure that with this foot in the door the whole thing might 
lured away from Foote-Cone-Belding. 

History note: It was the late Albert Lasker, as owner of the agency from which FC 
derived, who sparked the organization of the citrus cooperative. 



Colgate's Florient (Street & Finney), according to reps, is practicing one 
those more-for-the-same-money deals come renewal time. 

The product's been using I.D.'s in "C" time, but extension of schedules, say the reps, 
conditioned on bettering the time and at the same money. In other words, a materi 
increase of rating points. 

Any time you hear that a certain giant account is unhappy and looking arou 
for another agency, take it with a big grain of salt : it's just exerting pressure. 

What usually results: the top people on the account are fired and a new team's brou 
in to service it, and even the agency's president personally rolls into action as the No. 1 spa 
plug. From the viewpoint of the client, the purpose has been achieved. 



The foreign car could turn out an appreciable plus for fm listening. 

Motorola has interested foreign car dealers in Akron in pitching fm receivers to thm 
buyers and is backing up the test with a schedule of fm-casting five nights a wee 
for 30 days. 



For oldt inters in radio, Gerald Carson's "The Roguish World of Dr. John I 
Brinkley," just published by Rinehart, will recall those first commercial years 
the medium when an assortment of charlatans manned mikes until the FTC ch 
them off the air. 

The kingpin of the humbuggers was this Dr. Brinkley, who used a Kansas franchise to < 
tail goat-gland operations for rejuvenation and, when given the heave from that bailiwi: 
repaired across the border to a Mexican 50,000-watter. 

Swept off with the gland-man were soothsayers and peddlers of nostrums who' 
haul by mail from the gullible mounted into the millions. 
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.CMO...50,000 watts of Farm Newspower 




KCMO's farm newspower starts wherever 
the news is breaking . . . in a Kansas 
wheat field ... a Missouri livestock feed 
lot ... or a Congressman's office in Wash- 
ington, D. C. 

Its objective: Deliver today's farm news 
accurately, completely and instantane- 
ously. There's no room for error nor omis- 
sion — millions of dollars will be invested 
by Mid-America's nearly 200,000 farmers 
on the strength of the news they receive. 
That's why KCMO's Director of Agri- 
culture, George Stephens, and Market 
Reporter, Paul Pippert, are so well 
listened-to by farmers. Farm-born and 
reared, these men are career farm journal- 



ists — skilled professionals who know what 
makes news on farms today, and how to 
get all of the story behind the story. And, 
behind them are the far-reaching news- 
lines and special facilities of CBS and 
KCMO's world-wide network. 
This special kind of newspower develops 
a big, strong audience that takes KCMO- 
sponsored 'round the world farm tours 
. . . raises better calves under the rules 
of a KCMO-sponsored contest . . . and 
takes pride in buying the products fea- 
tured on KCMO. 

Put your Mid-America farm money on 
KCMO — get the newspower that only 
KCMO can deliver. 



Among those using KCMO's farm newspower right now to gain a 
bigger share of the market for their products are: 




Ford Tractor 

DX Sunray Oil 
Company 

Massey-Ferguson Tractor 



Ralston-Purina 
Chows 

Quaker Oats 
Company 



Murphy Products Ci 

DeKalb lyind 
Seeri r , in 

Colonial Poultry Farms 



KCMO • Radio • Television / Kansas City, Mo. 



The Tall Tower at 
Broadcasting House 

pBS Radio and TV 



Represented nationally by Katz Agency 

Meredith stations are affiliated with BETTER 
HOMES AND GARDENS and SUCCESSFUL 



E. K. Hartenbower, Vice President and General Manager 
R. W. Evans, Station Manager — Radio 
Sid Tremble, Station Manager — TV 




I 



*$ how it happens that you 
millions of other viewers can 
(and remember)*-the lion 
ng Walt Street. , 
me with so many other com- 
ials, some rich with optical 
ts . . . others, live with anima- 
As a matter of fact, it's film 
makes both high-polish corn- 
eals and animation possible 
assures you of coverage and 
tration world-over. • . 
or more information, write 
Hon Picture Fitm Department 
MAN KODAK COMPANY 
Rochester 4, N.Y. 



1 



Eos* Coast Division 
342 Madison Avenue 
New York 1 7, N.Y. 

Midwest Division 
1 30 East Randolph Drive 
Chicago 1, III. 

West Coost Division 
6706 Santa Monico Blvd. 
Hollywood 38, Calif. 



or W. J. German, Inc. 

Agents far the sale and distribution 
of Eostman Professionol Motion 

Picture Films, Fort Lee, N.J., 
Chicago, III., Hollywood, Colif. 




National and regional buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

General Foods Corp., Jell-0 Div., White Plains, N. Y.: Campaign 
to introduce Swans Down Cream Puff & Eclair Mix kicks off latter 
half of this month in about 60 markets in the Eastern, Western and 
Central states. Schedules are for four weeks using early and late 
night minutes, six to 12 spots per week per market. Buyer: Louis 
Fox. Agency: Young & Rubicam, New York. 

Texas Oil Co., New York: Texaco schedules start second week in 
April in about 85 markets. Night minutes and 20's are being set 
for four weeks. Buyer: Bill Santoni. Agency: Cunningham & 
Walsh, New York. 

Procter & Gamble Co., Cincinnati: New schedules for Charmin 
Tissues begin this month, run through the P&G contract year. Day 
and night minutes of varying frequencies are being used. Buyer: 
Merrill Grant. Agency: Benton & Bowles, New York. 

Family Products Div., Warner-Lambert Pharmaceutical Co., 

Morris Plains: Going into 20 markets this month with a campaign 
for Bromo Seltzer. Schedules are for nine weeks, fringe night 
minutes. Buyer: Hal Davis. Agency: BBDO, New York. 

Thomas J. Lipton Div., Lever Bros. Co., Hoboken, N. J.: Lipton's 
ice tea campaign starts second week in April in 23 markets and 
expands to about 60 markets by the end of June. Beginning sched- 
ules, in the Southern markets, run for 20 weeks, later ones range 
from six to 10 weeks. Depending on market, buys are for day 
minutes, night minutes or both. Buyer: Bob Anderson. Agency: 
SSCB, New York. 

Mister Softee, Inc., Runnemede, N. J.: Placing schedules to start 
week of IS April in about 40 markets for its ice creams. Minutes in 
kid shows and prime time announcements, wherever possible, are 
being lined up for six to eight weeks. Buyer: Ed Papazian. Agency: 
Gray & Rogers, Philadelphia. 

RADIO BUYS 

General Foods Corp., Maxwell House Div., Hoboken, N. J.: 
Campaign starts second week in April for Regular Maxwell House 
Coffee. The top markets pick up eight-week schedules of traffic and 
day minutes. Buyer: Peter Berla. Agency: Ogilvy, Benson & 
Mather, New York. 

J. A. Folger & Co., Kansas City: Renewals and new schedules 
begin around mid-April for Folger's coffee. Minutes and chain- 
breaks will run for four weeks. Buyer: Frank Martin. Vency 
Cunningham & Walsh, New York. 

Bristol-Myers Co., New York: Placing a test campaign 'n seven 
Western markets for Trig to start 18 April. Day and traffic minutes 
and chainbreaks are being set for five weeks. Another five-week run 
starts in August. Buyer: Tom Hill. Agency: BBDO, New York. 
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NEWS & IDEA 

WRAP-UP 



SHE'S YAR to Mike McGreevey (I) and Darren McGavIn, stars of NBC TV's "Riverboat" 
series. The boat they're admiring, modeled after the series' "Enterprise," is a new cut-out toy 
made from an improved wet-strength paper bag being test-marketed by American Cyanamid Co. 




ADVERTISERS 



Bristol-Myers has found a || 
home for Peter Gunn — this 
son on iVBC TV. 

The series' fall slot: Monday lfll 
11 p.m. on ABC TV. Agenc\| 
record for Gunn: DCS&S. 

Campaigns : 

• The Rolley Co.'s Sea and] 
suntan lotion is making its first )J 
into national network tv this sunj 
as part of the biggest consumer 
paign in its history. The promo 
will be spearheaded by Jack Paaj 
the Jack Paar Show and Dave Ga 
way on Today throughout Junel 
July via the full NBC TV lhJ 
Agency : Foote, Cone & Belding. | 

• Technical Ventures Co.. 
troit manufacturers of Blue CI 
a stock market game, will launcl 
intensive national advertising 
promotional campaign to prod 
this new parlor game. The camp^ 
to begin shortly, will center an: 
spot tv. Agency: J. H. Altman & 
Detroit. 



LOCAL NEWS is real popular in U. 
cording to PGW window display on 
Park Ave. Slides in map center projei 
riety of local news, change each six ml 



FM DAY, proclaimed in Chicago by 
Richard Daley (c)„ joined (l-r) Lloyd 
v.p., NBC; William Drenthe, gen 
WCLM, who accepted proclamation 
half of NAB, Nat'l Assn. of FM b| 




ancial report: At a meeting of 
Association of Broadcast Execu- 
es of Texas, in Dallas, W. Stanley 
ich, sales training director for 
xize Chemicals revealed that the 
npany's volume in 1959 was $16 
llion. 

vorites: ARB's Best Liked Tv 
mmercials for January shows 
mm's Beer once again in the top 
■ Runners-up: Maypo, Piels 
2r, Burgermeister Beer, Jello, 
dge, Kelloggs, Mr. Clean, Kaiser 
il and Wrigleys Gum 

'C proceedings: Arthur Mur- 
V, Inc., has been charged with 
•ng deceptive promotional schemes 
a decoy to get customers, and with 
ling dance instruction courses 
lough deception and coercion . . . 
iyco Manufacturing Co. has de- 
•d FTC charges of violating the 
'itrust laws. The auto seat cover 
nufacturer was charged with mo- 
holistic exclusive dealing contracts 
,ih its retail dealers, and illegally 
ling their resale prices. 



Strictly personnel: Daniel Van 
Dyk elected chairman and Herman 
Johnson, president and chief execu- 
tive officer of Hazel Bishop . . . Roh- 
ert Sniallwood, reelected chairman 
of the Tea Council . . . Joseph Lew- 
is, to director of brand promotion 
for The Toni Co. . . . Paul Garrity, 
to v.p. of marketing for Landers, 
Frary & Clark, New Britain, Conn. 
. . . William Martin, Jr., to direc- 
tor of advertising and sales promo- 
tion for Congoleum-Nairn . . . Henry 
Hayden, to assistant advertising di- 
rector for Mutual of New York. 



AGENCIES 



RAB's Kevin Sweeney warned 
the radio people and the reps at 
a sideshow session at the NAB 
Convention to beware of agen- 
cies who are "enemies" of radio. 

He took a particular swipe (by 
having girls walk down the aisle with 
bowls of apples) at Burnett, saying 
that it spent but 1.7% of its billings 
on radio and had a research director 



who contends you can't reach the 
mass market with radio. 

Sweeney urged his listeners to 
counteract the enemy by going o\er 
their heads to clients. 

However, he singled out Fsty, Aver, 
C&W and SSCB as good friends of 
the medium. 

Benton & Bowles, agency of rec- 
ord on the show, is passing up a 
renewal for the fall of This Is 
Your Life (P&G). 

NBC TV, which controls the pro- 
gram, is now offering it for the 
Thursday 10:30 p.m. period at $47,- 
000 gross. 

Agency appointments: Edison 
Electric Institute, for its Live 
Better Electrically program billing 
about $2.5 million, from F&S&R to 
Compton. . . Alitalia Airlines, to 
Gardner . . . Five divisions of the 
Union Tank Car Co., billing $250,000, 
to Earle Ludgin & Co., Chicago 
. . . The Washington D. C. Rambler 
Dealers' Association, to Geyer, 
Morey, Madden & Ballard . . . 
Glamorene, Inc., manufacturer of 




it 



NG MONEY for Radio Free Europe 
radio/tv campaign are presidents (l-r) 
Jinard Goldenson, ABC; Robt. Sarnoff, 
C; Frank Stanton, CBS; Don McGannon 
t shown), pres. Westinghouse Broadcast- 
is chairman of the campaign committee 





SEVEN UP (and all mod- 
els) selected by WTAE-TV 
(Pitts.) to distribute two- 
color, four-page promotion 
tabloids for "Interpol Call- 
ing," featuring authentic 
story-line captions, and I I 
dramatic scenes from series 



MEMBERSHIP DRIVE for 

new KEX (Portland, Ore.) 
Careful Commuter Club to 
promote traffic safety, finds 
d.j. Lee Smith and models 
inviting motorists to pick 
up club bumper stickers 



(UCKLES AND NELLIE— a piano-play- 
pig and dancing hen, put forth their 
que show biz talents on WMT-TV's (Cedar 
^ids) live-action filmed commercial series 



ONSOR 
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95,000 

MEANS A LOT! 

If you're looking over your sa les 
chart, don't overlook the 95,000 
Spanish-speaking American citi- 
zens in Central Arizona. They 
work and earn American money, 
but you can't reach them through 
your English advertising alone. 
They think in SPANISH. 
' That's why they listen to the 
only radio station in Central Ari- 
zona that programs all Spanish — 
KIFN. 

Get your share of this profitable 
market. Sell them in Spanish over 
KIFN! 

We translate your sales message free. 
Production spots available. 

HARLAN G. OAKS NATIONAL 
San Francisco '"l^^^H' TIME SALES 
Los Angeles °^SHPl'" ^ ew York City 

San Antonio "'.of' and Chicago 

THE BERNARD I. OCHS CO., Atlanta 




Glamorene rug. upholstery and oven 
cleaners, to Duney. Hirsch & 
Lewis, New York . . . Leonet Corp., 
manufacturers and distributors of 
Magic Tan, with a planned tv and 
radio campaign, to Mohr & Eicoff, 
New York . . . E. Regensburg &• Sons, 
for Admiration and Medalist Cigars, 
to Heinenian, Kleinfeld, Shaw & 
Joseph . . . Jeanette Glass Corp., to 
Allied Advertising Agency, Cleve- 
land . . . Donrey Media Group's Ne- 
vada Network division, to The 
Melvin Co., Las Vegas. 

Merger: The Stanley L. Cahn Co. 
and the George Avis Co., both of 
Baltimore, have consolidated to form 
Cahn-Avis Co. with offices at 1 East 
24th Street. 

New office: Fuller & Smith & Ross 
this week opened a New England 
service office, housed with Ingalls As- 
sociates, Boston, and located at 137 
Newbury Street. 

They were named v.p.'s: Bruce 
L. Newman, at McCann-Erickson 
(U.S.A.) . . . Sy Radzwiller and 
West Woodbridge Jr., at Ted Bates 
. . . Barron Boe and Herbert 
Ericson. at BBDO . . . Keith 
Dresser, at Geyer, More), Madden 
& Ballard . . . David Savage, at 
Lynn Baker, New York . . . Robert 
Ban, at Klau-Van Pietersom-Dunlap 
. . . Robert Rhein, at Stone & 
Simons, Detroit . . . Thomas Covey 
Jr., at The Bresnick Co., Boston. 

Admen on the move: James 
Wickersham, named president of 
the SCI Division of Communications 
Affiliates . . . Donald Grawert, to 
tv creative director at Campbell- 
Mithun, Minneapolis . . . Bernard 
Klein, to head the newly-created in- 
dustrial division of Wade Advertis- 
ing, Los Angeles . . . Croswell Bow- 
en, to director of information and 
editorial services at Compton . . . 
Gene Vaslett, to business manager 
of the Los Angeles, Hollywood, San 
Francisco and Houston offices of 
FCB . . . Joan Saltalamachia, to 



media-merchandising supervisor 
Honig-Cooper &• Harrington, ^ 
Francisco . . . Dr. Julian Andor 
to account research supervisor 
FCB, Chicago . . . Elizabeth G 
denegger, to media director 
Stern, Walters & Simmons, Chic 
William (lasey and Peter Gr 
haus, to account executives at J- 
W. Shaw Advertising. Chicago 
John Burnett, to account execut 
at Tracv-Locke Co.. Dallas. 



Add to agency moves: Willi 
Hillenbrand, to executive v.p. 
Lambert & Feasley . . . John Bur 
to creative director of Compton , 
Dr. Harvey Queen, to director 
research at Mogul Williams & Sa\ 
. . . Henry Norman, to the ii 
keting department at BBDO . 
Louis Kennedy, to media su; 
visor at K&E . . . William Nol. 
to merchandising director for Fo< 
Cone & Belding, San Francisco. 



WNJR 

1st in new york 
dec. negro pulse 

■ASED ON U.S. CENSUS) 



FILM 



The importance of proper m, 
chandising in the successful i 
of tv film was underlined 
week in CBS Films' award 
Carling Brewing for its handl; 
of the Phil Silvers series. 

Carling was the recipient of 
• 1959 merchandising trophy awan 
by CBS Films. It used 358,! 
pieces of point-of-sale material 
behalf of Phil Silvers. 

Sixty-two persons in the Carl 
organization or its agencies will J 
receive an award plaque. 

Carling is the sponsor of m 
Silvers repeats in 62 markets. 

Sales: Ziv's Home Run Derb\\ 
Salinas Chevrolet; WSYR-TY. s| 
cuse; Municipal Auto Sales in Mial 
Francis Motor Car on WPTC, If 
land; Haberle Congress Brewj 
K & L (Budweiser distributors) 
Ketchikan, Juneau, Sitka, Kot 
and Nome: WPSD-TV, Padu! 
KRNT-TY, Des Moines: KLYD- 
Bakersfield: KJEO-TY, Fref-I 
WDAF-TV, Kansas City; WE.\r( 
Pensacola; KYIP-TY, Redding, 
KPRC-TY. Houston . . . DennL\ 
Menace (Screen Gems) sold 
Granada TV Network and Associ 
Rediffusion in Great Britain 
Ziv-UA's The Vikings to Kern's B j 
on WBIR-TY, Knoxville; KXLFl 



COVERING PHOENIX AND 
ALL OF CENTRAL ARIZONA 
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TV COMMERCIALS 


1 


festival & forum 



FOR THE FIRST TIME 
a national, professional appraisal of the 
| 250 outstanding television advertising messages 
of the year (a retrospective group 
from the past 10 years also) 



«; 



selected by a tv commercials council of 
it advertising men from all sections of the country 
advertising directors of major corporations 
agency creative directors, copy chiefs, 
marketing and tv production heads 




APRIL 18 DEADLINE FOR ENTERING FILM, 
VIDEOTAPE OR LIVE COMMERCIALS 
SEND FOR ENTRY FORMS AND RESERVATION FORMS 
TO ATTEND SCREENING AND LUNCHEON FORUMS 

Wallace A. Ross Festival Director 

AMERICAN TV COMMERCIALS FESTIVAL AND FORUM 

40 E. 49th Street New York 1 7, N. Y. 
MU 8-2772 




Butte; WJRT, Flint; WCYB-TV, 
Johnstown City; WKYT, Lexington; 
WISN-TV. Milwaukee; WCOV-TV, 
Montgomery; \YSJV-T\ , South Bend, 
and KSPG-TV, Tulsa. 

More sales: ITC's Interpol Calling 
to Commonwealth Edison on \YGN- 
TV. Chicago; Piel's Beer on WPIX, 
Mew York; PfeifTer Beer in Detroit 
and Grand Rapids; Krey Packing in 
St. Louis; Sealv Mattress in Pitts- 
burgh: Renault in San Francisco; 
Miller High Life and Pine Crest 
Realty in Miami, and First Federal 



Savings and Loan in Orlando; other 
Interpol Calling advertisers include 
Blitz-Weinhard Brewing, Labatt's 
Brewing, Restonic Mattress, Competi- 
tion Motors and Santa Fe Wines . . . 
Ziv's Ilighicay Patrol re-runs to sta- 
tions in Kansas City, Las Vegas, 
Youngstown, and Corpus Christi. 

Programs: Flamingo Films will pro- 
duce a series of cartoons based on 
The Nutty Squirrels recording char- 
acters . . . Telefeatures has acquired 
distribution of 52 Poiv Poiv cartoons 
in color. 




th/ TV 

MARKET 
IN THE 
NATION 

$2,000,000,000 IN RETAIL SALES 

WOC-TV serves the largest market between Chicago 
and Omaha . . . Minneapolis and St. Louis. 438,480 
TV homes; almost $3 billion in effective buying in- 
come; over $1 billion gross farm income. 

And to help you get the maximum number of these 
dollars WOC-TV specializes in effectively co-ordin- 
ating and merchandising your buy at every level — 
the broker, wholesaler, direct salesman, key buyer 
as well as the retail outlet. 

Further proof of aggressiveness — WOC-TV offers 
the greatest amount of local programming — over 
33 hours each week. 



w 
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PRESIDENT 

Cof B J P«lmer 
VICE PRES * TREASURER 

D D P*lmci 
EXEC VICE-PRESIDENT 

Ralph Ehih 

SECRETARY 

Vfm D Wagrtcf 
RESIDENT MANAGER 

Ernnt C Sandm 
SAlEi MANAGER 

Pii Shsffci 


THE QUINT CITIES 

DAVENPORT ^ 
BETTENDORF / ,OU ' A 

ROCK ISLAND *) 
MOLINE \ ILL 
EAST MOLINE J 


channel 



Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabil- 
ities. See him today. 



Strictly personnel: Steve Kra 
named general manager of Sc 
Gems (Canada), Ltd. . . . UAA a 
accounts executives W illiam 
worth and Bates Halsey to its 
national sales division ... J 
Jack Cron announced his resi 
tion from Bernard L. Schubert. 



NETWORKS 



Network tv gross time billings] 
January increased 10.9% ow 
the like month a year ago, I 
ports TvB. 

The figures, as compiled by Lw 
BAR: 

1) Total billings for the three J 
works in January were $57,756.1 
against $52,076,179 i n January 1 

2) Nighttime billings for the fl 

month of this year were $40,496,91 
up 20% over $33,754,900 for J J 
ary 1959. 

3) Daytime billings this JanuJ 
were $17,259,284 a decline of 5.1 
for January 1959's $18,321,279. | 

4) ABC gross billings for Janu^ 
were $13,227,680, up 24.2%; 
CBS, $23,578,557, up 6.5% ; and 
NBC, $20,950,030, up 8.67c. 
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Network tv sales: Albert Cull 
(Wade) for Johnny Staccato, on A 
TV Sunday, 10:30-11 p.m. . . .C 
fornia Packing Corp. (McCa 
to participate in Laramie and Ri 
boat on XBC TV starting in May \ 
Simoniz Co. (V&R) to participj 
in daytime Sugarfoot/ Bronco 
ABC f V . . . Yardley of Loml 
(Ayer) to sponsor Princess Mar] 
ret's Wedding, 6 May, ABC TV. j 
(For more on network tv sales. 
Tv Basics, page 45, this issue.) 

Network radio sales: ABC 
reports 33 new or renewal orders 
the first quarter, showing a mar 
increase over the like period last }« 



The just-released Nielsen 0 
Per Thousand report covering 
January-February 1960 period shi 
ABC TV as the network delii 
ing the greatest number 
homes per dollar invested. 
The CPMPCM picture: 

NETWORK JAN.-FEB. 

ABC TV $2.78 
CBS TV 3.17 
NBC TV 4.17 
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PROMOTION ON KVTV DRAWS 1 
RD-SETTING ICE CAPADES MAIL ORDERS L 

J? 




I 




10 MATTER WHAT 




IT IS.... 



ORE OF YOUR SIOUX CITY CUSTOMERS ARE WATCHING KVTV 

■ 

Qgs looked bad for the Ice Capades Show in Sioux City last February. Winter storms and flu hit the 
4 at the same time, and the wrong time. But mail orders from surrounding counties saved the day. 
pie came from as far as 150 miles from parts of four states. The 10 Ice Capades shows drew near- 
icity houses in spite of the weather and flu! The majority of the promotion budget was spent on a 
iration spot schedule on KVTV Channel 9. As Bill Hawkins, promotion director for the Harmon- 
laughlin Enterprises stated: "With things against us the way they were I give TV, especially KVTV, 
lion's share of the credit for saving the show." More proof that no matter what time it is — day or 
at — more people in the Sioux City area watch KVTV. 



#KVTV 

CHANNEL 9 • SIOUX CITY, IOWA 
CBS • ABC 
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PEOPLES 
BROADCASTING CORPORATION 



WGAR . 
WRFD . 
WTTM . 
WMMN 
WNAX . 
KVTV . 



Clevelond, Ohio 
Worthington, Ohio 
Trenton, New Jersey 
Foirmont, West Virginio 
Yonkton, South Dokoto 
Sioux City, lowo 
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THE 




STATION 

IN 

SHREVEPORT, 
LOUISIANA 



Repretented by 




The Original Station Representative 

NBC 



ABC 



E. Newton Wray, Pres. & Gen. Mgr. 



WE KNOW OF A TOP FLIGHT 
TV-RADIO PRODUCTION ADMAN 
WHO BELONGS IN A TOP QUALITY 
NEW YORK AD AGENCY , , , 

This voung out-of-town adman 
has an unusual depth of agency 
and broadcasting experience in 
radio-tv production, copy, time 
buving and account management. 
Kis strong point is tv and radio 
production and his stack of awards 
1 ear this out. 

His thorough background in ad- 
vertising, broadcasting and theatre 
makes him a good bit more valu- 
able than most of his contempo- 
raries. If \ou'd like us to put vou 
in touch with this out-of-town 
"find." just give me a call. 

Alfred d. Markim 
I 'ice president 
N.T.A. Telestudios 
1481 Broadway 
New York, \. V. 
LO 3-1122 



Thisa "n' data: NBC has filed an 
application with the FCC for the re- 
instatement of call letters WNBC- 
AB-F.M-TV for its New York sta- 
tions . . . New affiliate: KNT\ , 
San Jose, to ABC TV. 

Financial report: For AB-PT, net 

earnings for last year increased 491 
— S7.9 million as compared with $5.3 
million in 58. The record gross in- 
come was S287.9 million, up 181 
over the S244.8 million for 1958. 

Network personnel note?: Ste- 
phen [Mann, to sales manager of 
ABC's International Division . . . 
Richard Rector, to commercial pro- 
ducer and William Hallahan. as- 
sistant commercial producer for CBS 
T\ production sales. 



RADIO STATIONS 



The National Association of Fm 
Broadcasters, at their meeting 
during the NAB Convention this 
week, adopted a tripart plan for 
promoting the medium. 
The plan, in brief: 

1) All member stations contribute 
the equivalent in money of three 
spots a day. 

2) Direct a "Discover Fm Radio" 
campaign at listeners, fm manufac- 
turers and dealers. 

3) Celebrate the first week in May 
as Fm Week. 

The Broadcasters" Promotion As- 
sociation, in a survey of radio 
promotion practices made during 
October and November of 1959. 
came up with these findings: 
1) Seventy-five percent of the sta- 
tions reporting affiliation with a tv 
station said that the promotion de- 
partment was combined with tv's. 
2 I For all stations reporting promo- 
tion, publicity and merchandising de- 
partment, the average number of peo- 
ple assigned to these functions was 
3.2. 

31 Smaller stations report an 
average of 1.3 people assigned to 
combined promotion, publicity 
and merchandising activities: 
medium size stations, an average of 
2.9: and large stations, 4.4. 
4) Stations devote an average of 
2.6% of gross revenues to audi- 
ence promotion, 2.01 to sales pro- 
motion, and 1.1** to merchandising. 



5 I Audience promotion showe 
low percentage of 0.1 and a li 

of 12.01 : sales promotion rail 
from 0.051 to 81 : while mercl 
dising ranged from 0.051 to 51. 

6) Newspapers average 23.8% 
the promotion budget: trade i 
azines. 19.41 : outdoor advertis] 
14.71 : direct mail, 13.21. and s 
presentations and sales aids, 10." 

7) Eighty-seven percent of the pro 
tion managers report directly to 
general management of the stati 
The remaining 131 are under s 
jurisdiction. 



Ideas at work: 

• They bark in key of 
WINS, New York, is looking 
singing dogs. Owners are be 
asked, via on-the-air promotions.! 
bring their dogs to station's stud 
for auditions. Winner receives! 
movie camera and a recording of j 
dog performing. WINS is also 
ing listeners to send in old battef 
up watches so that thev can be 
nated to children's classes for use! 
educational tovs. Owier« of the iu| 
interesting beat-up vetches and t!i 
running most inaccurately will 
ceive new ones. 

• Bringing the station into 
store: WPTR. Albanv-SchenecU 
Trov has built a broadcastins st 
in Frear's department store. Tl 
This will give the public a chancel 
see the d.j.s. housewives' show a| 
"Action Central" newsroom 
hand. To further merchandise ■ 
idea. Frear's plans to include a rad 
in everv store-wide promotion. w| 
dow display tie-ins announcins 
station, store-wide elevator cards 
the WPTR fall letters next to Freal 
in all newspaper advertising. 

Radio station acquisition: WS 
Great Barrington. Mass., to J. Lj 
Dowd for $122,000. brokered by P 
H. Chapman Co. . . . WAXX. C 
pewa Falls. Wis., to Jack and I 
Holden for $106,000, brokered 
Hamilton-Landis & Associates . 
KUKO. Post. Tex., to Galen Gilbe) 
for $50,000. brokered by Hamiltoj 
Landis & Associates . . . WINE-AJ 
FM. Buffalo, to the McLendon 0"* 
with a change in call letters planW 
to WYSL. " 

New quarters: Standard Rate I 
Data Services. Inc.. last week open* 
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1 Pacific Coast office at 2975 Wil- 
ire Blvd., Los Angeles. 

;w fmer: WYFM, Charlotte, N.C., 
U be on the air sometime next 
ek. Station's advertising director: 
illiam Vaughn. 

nancial report: Storer Broad- 
sting holds its annual stockholders 
;eting 12 April to report (1) total 
vertising revenues increased sub- 
ntially over 1958 — radio by 7%, 
by 11% and (2) earnings after 
ces were $5.3 million, up 218% 
er 1958. 



us 

tasl 
nk 



lisa 'n' data: KTAC, Tacoma 
ash., will air all 154 games of the 
Tacoma Giants this summer for 
rling Brew, Puget Sound National 
bk and United Pacific Insurance 
, Another business note: 
ndard Oil of Indiana (D'Arcy) 
sponsor 120 newscasts per week on 
GN, Chicago. 

idos: Joseph Wolf man, sales 
jrdinator for the Balaban Stations, 
arded outstanding salesman of 
59 by the Sales Executive Club, 
n Diego . . . Paul Greenwood, 
fjiount executive at KWIZ, Orange 
unty, presented with the National 
les Executive Club statuette for dis- 
guished salesman's award . . . 
i^WB, Hollywood, awarded with a 
iolution from the City Council com- 
nding it for outstanding public 
vice in the fight against narcotics. 



oadcasting personnel at net- 
4rk and independent stations 
oughout the U.S. last week via 
pecial closed circuit videotaped 
;cast heard top industry offi- 
ls kickoff a nationwide cam- 
'ign to stimulate public aware- 
and interest in Radio Free 
'rope. 

Among the participators: Robert 
fnoff, NBC president; Frank Stan- 
i, CBS president; Leonard Golden- 
t, AB-PT president; Donald Mc- 
nnon, WBC president and chair- 
n of broadcasters for RFE; Gor- 
l McLendon, McLendon Stations 
sident; and William Murphy, 
jupbel] Soup board chairman, 
j-'e picture, page 63.) 

jition staffers: Ben Hoberman, 

general manager of KABC, Holly- 



wood . . . Harold Neal, Jr., to gen- 
eral manager, WABC, New York . . . 
Art Holt, to general manager of 
WYSL (formerly WINE), Buffalo . . . 
Dale McCoy, Jr., to general man- 
ager of KAKE, Wichita . . . Gerald 
Quick, to director of local and re- 
gional sales for WIS, Columbia, S. C. 
. . . Dominic Quinn, to program 
manager of KDKA, Pittsburgh . . . 
Richard McCann, to director of 
community relations at KBON, Oma- 
ha .. . Merle Block, to promotion 
director of KPOP, Los Angeles . . . 
Fulton Wilkins, to account execu- 
tive at KSFO. San Francisco. 



TV STATIONS 



Here's how tv promotion people 
spend time and money, accord- 
ing to a survey by Broadcasters' 
Promotion Association during 
October and November of last 
year : 

1) The average tv station allocates 
3.6% of its annual gross revenues to 
the general promotion area. 

2) Audience promotion is the great- 
est activity at stations, averaging 
2.2% of gross station revenues. 

3) Some 80% of the stations with up 
to a 300,000 set count have full time 
promotion managers; 97% at sta- 
tions with from 301,000 to 700,000 
set count: and 100% with stations 
above 700,000 set count. 

4) The average tv station promotion 
department includes three full time 
people. 

5) Newspapers get an average of 
38.5% of promotion's money, and 
trade magazines, 25.3% 

This past week's output from 
TvB: 

• Daytime and late night na- 
tional and regional spot tv bill- 
ings showed the greatest relative in- 
creases in 1959 over 1958. Gross 
time billings last rear in the daytime 
were §223,495,000 compared with 
$182,730,000 in '58 while late ni«dit 
gross billings totaled §75,702.000 
in '59 compared with $55,878,000 the 
year before. Niehttime billings in 
1959 were §306.406,000 against 
$273,162,000 in 1958. 

• Food products represented the 
largest product class in national 
and regional spot tv billings in '59. 
The figures of the top categories: 



PRODUCTS 1959 CHANCE 

Food $165,725,000 (+18) 

Drug 53,478,000 (+20) 

Cosmetics & 

toiletries 52,512,000 ( + 12) 

Ale, beer & wine 47,840,000 (+ 8) 
Household cleaners, 

waxes, cleansers, 

polishes 45,165,000 (+52) 

• Among individual brands, 

here are the largest users, with gross 
time billings, of national and region- 
al spot tv: 

Lestoil $17,627,120 

Duncan Hines mixes 7,209.170 

Maxwell House coffee 6,082.340 

Kellogg cereals 5,953,660 

Mr. Clean 5,796,130 

Alka-Seltzer 5,729.760 

Texize household cleaner 4,611.480 

Wonder bread 3,865.090 

Robert Hall 3,836.490 

Anahist cold remedies 3.812.430 

Folger's coffee 3.722.440 

Avon cosmetics 3.677,040 

Colgate Dental Cream 3,629,920 

Coca-Cola 3.544.560 

Dristan cold remedies 3,542,570 

Cheer 3,333.470 

Profile bread 3,181.840 

Viceroy 3.125.610 

Post's cereals 3,106.540 

Vick's cold remedies 3.061.510 

Clorox 3,027,260 

• And, this analysis by time of 
day and type of activitv during 
1959: 

TIME OF DAY AMOUNT r r 

Day $223,495,000 36.9 

Night 306.406,000 50.6 

Late night 75.702,000 1 2.5 

$605,603,000 100.0 

TYPE OF ACTIVITY 

Announcements* $460,706,000 76.0 
Programs 80,385.000 13.3 

I.D.'s 64,512,000 10.7 

$605,603,000 100.0 
* includes participation 

The rakinw-over that tv and ra- 
dio has been getting in Wash- 
ington may have something to 
do with this: 

Woodlawn residence, a doimi- 
tory for University of Chicago 
students, began a series of ler'i 
modern communications wit this 
lineup of top brass =c hci'iled to 
sreak before the relatively obscure 
group: 

Jim Beach, ABC TV \.p. in 
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REPRESENTATIVES 



charge of central division sales in 
Chicago; Clark George, CBS TV 
v.p.. Chicago; Ed Shuriek, execu- 
tive v.p., Blair-TY, New York; Pete 
Cash, TvB; and Don Tennant, 
Leo Burnett v.p.. to name just a few. 

The lectures, which began last 
week, will run through 10 June, open 
to the public free of charge. 

Zenith Radio Corp. has completed 
arrangements with RKO General 
for the latter to conduct a three year 
trial run of subscription tv in 
Hartford, Conn., using Zenith's 
"over-the-air" Phonevision system. 

It is contemplated that, after FCC 
authorization, the test will be con- 
ducted over WHCT. which RKO Gen- 
eral has contracted to purchase from 
Capitol Broadcasting. Inc. 

Ideas at work : 

• To teaeli wife appreciation 
to husbands: WKTV, Utica-Rome, 
X. Y.. recentlv conducted a "Deserv- 
ing Wife" contest. The idea: station 
asked men viewers to write why they 
felt their respective wives deserved a 
night out. The prize: six nights out 
for dining and dancing. Station also 
provided the baby sitters. Results: 
some 900 letters and cards were re- 
ceived. 

. Flood news: WOW-TV, Oma- 
ha, last week presented a special half- 
hour documentary dubbed Rivers on 
the Pomnage. The program featured 
the best film taken by station news- 
men covering the Platte Vallev floods. 

This 'n' data: Convention sidelight 
— John MeMillin, executive editor 



of SPONSOR, while in Chicago cover- 
ing the NAB Convention last week, 
appeared as a panelist on the At Ran- 
dom show, WBBM-TV, Saturday, 
midnight to 3 a.m. . . . TvB reports 
that insuranee companies upped 
their tv use in 1959 by 44% . . . 
Sports note: KPLR-TV, St. Louis, 
will telecast 40 Cardinal haseball 
games this season . . . WAVY-AM- 
T V, Norfolk - Portsmouth -Newport 
News, has had its newsman travel 
some 12,000 miles during the past 
30 days to cover the area's news 
events . . . Anniversary note: WTVT, 
Tampa-St. Petersburg, this week cele- 
brates its fifth birthdav. 

Kudos: KREM-AM-TV, Spokane, 
seven first place awards out of nine 
radio and tv news categories in the 
annual event sponsored hy Theta Sig- 
ma Phi and judged by memhers of 
the NBC news department . . . 
WBBM-TV, Chicago, awarded a 
"Special Citation" for outstanding 
news film coverage in the "News Pic- 
tures of the Year" competition spon- 
sored by Encyclopedia Brittanica, the 
University of Missouri School of 
Journalism and the National Press 
Photographers Association . . . 
WSTV, Inc., cited in three separate 
awards for outstanding safety record 
last year at the Annual Safety Awards 
Banquet sponsored by the Jefferson 
County Industrial Safety Council, the 
Steubenville Chamber of Commerce, 
and the Industrial Commission of 
Ohio. 

On the personnel front: Virgil 

Evans, to assistant general manager 
of WCSC, Inc., Charleston, S. C, and 
national sales manager of WCSC-TV 
. . . Edward Slieaffer, to director 
of continuity acceptance of the Tri- 
angle Stations , . . Ed Dunbar, to 
head the national sales office of 
KNDO-TV, Yakima . . . Leonard 
Traube, to director of information 
services and advertising for WCBS- 
TV, New York . . . Herb Homes, 
to executive producer of WPIX, New 
York , . . Bill Bailey, to operations 
manaerer of KVT1-TV. Amarillo. 



Adam Young this week formal 
opened its southern company 
Southern Advertising Represei 
ative, Inc. 

Unlike other Young compani< 
SAR will operate on a regional ba 
only, with its sales territory embn 
ing a 15-state area. 

Hal Parks, formerly eastern sa 
manager of Young Tv, will head t 
new company. Headquarters are 
cated at 1182 West Peachtree Stre 
Atlanta. 

Rep appointments: Cascade ' 
properties (Kl MA-TV, Yakim 
KEPR-TV, Pasco, Wash.; KBAS-T 
Ephrata, Wash.; and KLEW-T 
Lewiston, Ida.) to Young Tv . , 
WMAK, Nashville, to George 

Hollingbery Co WEAN, Proi 

dence. to Kettell-Carter, Boston 
New England representative. 

Thisa 'n' data: PGW's Chicag 
office has installed video tape facL' 
ties . . . New quarters: Forjoe 
Co. this week moves to 230 Pa$ 
Avenue, New York . . . Kudo] 
Harry Smart, v.p. and midwest sa 
manager of Blair-TV's Chicago offic 
honored by WBNS-TV, Columb 
0., as Chicago's "first" tv stati 
rep. 



Rep appointments — personne 
Alfred Parenty, promoted to eai 
ern sales manager at Young Tv 
Stanley Bloom, to director of ml 
keting at CBS Radio Spot Sales . J 
Robert Barrett, to assistant dire 
tor of sales development and researc 
at George P. Hollingherv . . . G 
Thompson, to account executive f( 
CBS Radio Spot Sales. Chicago . 
Peter Yaman. named sales repri 
sentative for TvAR . . . Four lie 
v.p.'s at Avery -Knodel; John Toi 
mey. for radio, New York; Tlioma 
White, for tv, New York; Rog« 
O'Sullivan. for radio, Chicago; ad 
Raymond Neihengen, for tv. Ch 
cago . . . Executive staff realignmel 
at Intercontinental Services. LtJ 
Harry Engel, Jr.. to president anj 
general manager: Walter StaskoW 
executive v.p.; Jeanette Sytsnii 
v.p. and treasurer; and John Bar 
ton, v.p. and sales manager. ^ 



In New York City 

WLum 

has MORE 
Negro programming 

than ALL other 
stations combined 



WNJR 

1st in new york 
dec. negro pulse 

■ASID ON U.S. CINSUS) 
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THE BIGGEST AUDIENCES* IN 
FOUR I' i- SOUTHERN CALI- 
FORNIA COUNTIES, BURSTING 
WITH NEARLY 2,000,000 
PROSPEROUS PEOPLE***! 

! 

[ 

Pulse Area Survey, Nov., '59 "San Diego, Riverside, Orange, Imperial -Sales Management Survey. May, '59 

KFMB RADIO® SAN DIEGO 

A TRANSCONTINENT station 

I EdwirdY Palry * (Co., Inc.) 
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FIRTH 

(Continued from page 40) 
the show is on 9:30-10 a.m. Points 
out Firth director of merchandising 
John Tharrett. "We welcome the con- 
tinuity produced when the female 
broadcaster doing a local show urges 
her viewers to stay tuned for Spot- 
lighting You, and a few minutes later 
the same woman delivers our live 
commercial." 

Whereas the show was entirely live 
during its testing stage, all of the cur- 
rent version but the commercials is 
on film. Guy Cornell, Firth's decora- 
tor consultant, acts as in.c. assisted 
by mistress of ceremonies Tykie 
Casey, active in West Coast tv. Each 
show revolves around a particular 
home decorating theme — use of art 
objects, lighting, care of furnishings, 
how to decorate at various budget 
levels, etc. — is discussed by guest 
experts and housewife panelists. 

Midway in the half hour the scene 
shifts to the station for the three- 
minute live commercial. When the 
show resumes, Tykie Casey passes on 
a hint or two about care and use of 
the carpet and turns the show over 
to Guv Cornell. Discussion continues 



and the panelists ask questions of 
the visiting experts and Cornell, often 
picking up considerable free advice 
as to decorating approaches that 
would suit their particular coloring, 
type of homes, size of family. 

Toward the end, Cornell presents 
the panelists with new hats. "It adds 
a great deal of color and excitement 
to see the ladies opening hat boxes, 
spilling tissue paper all over the place 
and trying on their new hats," he 
says. Then he sums up the main points 
brought out on the show, Tykie Casey 
pitches viewers on the free Firth 
decorating book and that's the show. 

The Firth/Doner crew taped (for 
subsequent filming) the current series 
of 10 half hours out in San Francisco 
over a four-and-one-half day period. 
"I want to tell you that was hectic," 
agency producer-director Bob Bleyer 
hastens to add. "That's all the time 
that was available at the studio we 
used, and I still don't see how we. did 
it. We selected San Francisco as our 
base of operations, because out there 
most of the people talk without a 
noticeable accent, so we could readily 
recruit guests whose voices will fit in 
anywhere the shows run." ^ 




NO, THIS IS "KNOB-LAND" 

(embracing industrial, progressive North Louisiono, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1320,100 Drug Sales $ 40,355.000 

Households 423.600 Automotive Sales $ 299339.000 

Consumer Spendable Income General Merchandise $ 148.789,000 

$1,761,169,000 Total Retail Sales $1,286,255,000 
Food Sales $ 300.486.000 

KNOE-TV AVERAGES 75.9% SHARE OF AUDIENCE 

According to November 1959 ARB we overage 75.9% share of oudience from 
Sign On to Sign Off 7 doys o week. 



KNOE-TV 

Channel 8 
Monroe, Louisiana 



CBS • A B C 

A Jomes A. Noe Stotion 
Represented by 
H-R Television, Inc. 



Photo: Selio Manufacturing Ca., Monroe, Louitiona. Manufacturers of quolity upholstertd 
furniture. 



TV COPY TESTING 

{Continued from page 38) 

A-Matics — adopted by SSCB str 
for a total effect, explains Healy. 
try to duplicate the viewing situati 
and this calls for a blending of so 
and picture with movement rat 
than still shots." But bridging 
gap between the real viewing sit 
tion and a synthetic one is the pr^ 
Iem copy testers face. 

Robert Aledort, research direc 
of Erwin, \^ asey, Ruthrauff & R\ 
says it's "a little like trying to le 
how to hit a golf ball without ha\ 
a ball. The most important com 
nent in tv commercials is the t 
effect — yet how can you get a t 
effect without a finished commerci 
That's the nut of it." 

And how measure response to e 
a partial effect? "Such factors 
believability and comprehension, 
criteria usually used in determinat 
of a successful selling commerc 
are only two drops in a big riv 
Reactions to a commercial also oc 
as a result of what you don't say 
what you don't show!" says Aled 

He and his associates agree 
reactions to television commerc: 
are psychologically complex, and 
this hurdle of omission in pre-te 
which they're trying to sidetrack 
overcome. 

The best known independent c 
pany which pre-tests commercials 
Schwerin Research Corp. It ha 
long list of pre-test clients, for p 
grams as well as for commercials 
for both rough and finished coirai 
cials. The Schwerin technique ni 
frequently provides for 350 pers 
to attend screenings in the compan 
New York theater, where they 
given detailed questionnaires co\ 
ing "hidden" points of inquiry. 

Results of the tests — phrased 
terms of index points measun 
"selling power" — can then be tr 
lated into action by the agency 
client in (a) revising certain 
tions of a commercial or (b^ tal 
an entirely new tack. 

In a recent case. Schwerin te>t 
five rough commercials for a 
instant food product. A differ 
copy point was featured in each, 
the demonstration technique (astai 
up, announcing situation ) was I 
same in all. Indexing maximum ici 
tification and success at 100 for q 
of the copy points, the compi 
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IN QUINCY, 

STANLEY, 

< 





nked two other points at zero, the 
her two at 50. Thus only one of 
3 roughs was really validated in 
ms of suggesting final, finished 
mmercial production. 
Schwerin seems to do the most 
ntinuous pre-testing of television 
mmercials, but there are many oth- 
companies in the field. Among 
:m: Amro Research, New York; 
irke Market Research, Cincinnati; 
stitute for Motivational Research 
)r. Ernest Dichter), Croton, N. Y.; 
itional Research Service, New York ; 
Vchological Corp., New York; 
iinion Research, Princeton, N. J.; 
an C. Russell Marketing Research, 
;w York; Social Research, Chicago; 
iniel Starch & Staff, New York. 
Another company, Communica- 
>ns and Media Research Services, 
c, Peekskill, N. Y., this week in- 
duced its new closed circuit tv 
iting service which attempts to pre- 
:t effectiveness. William Capitman, 
esident of the firm, introduced his 
'vice to admen in Los Angeles this 
st week, explaining that the tech- 
que "provides an opportunity to 
:asure directly the effect of com- 
ercials or television shows on sub- 
"]uent purchase behavior and view- 
k habits." 

Still another phase of the pre-test- 
a; problem has yet to be resolved: 
to pays for it? Agency profit mar- 
is, already slim, could "evaporate 

0 nothingness if we were to pick 
all pre-testing tabs," said one 

ency executive vice president, 
hat's why testing is really done 
ly in crucial situations, largely 
len a completely new idea, a new 
oduct or a new campaign theme is 
tng considered. But even limited 
.tins' costs from $300 to S500 for a 
ush commercial." 

The practice generally has been for 
j! agency to provide the strategy 
|d know-how as part of the client 
j vice. But all out-of-pocket expense 

1 well as a portion of the overhead 
( )r technical equipment, studios, 

.) is billed to the advertiser. 
There's no standard operating pro- 
cure, however, and there's a clamor 
|>m both sides of the advertising 
nee — agency and client — to set 
|Tie rules by which the pre-testing 
sts are affixed. 

One fact is sure, though, comment- 
a research chief: "Research is not 
eap, and the best kind of research 



is outright expensive. The key to suc- 
cessful pre-testing is in the careful, 
professional pre-planning and set- 
ting down of client objectives. A re- 
searcher can't write copy, but he can 
explain to a writer if his creative idea 
has been successful or not — and why. 
Most of the worth of any research 
project hinges on the strategy and the 
creative planning of the researcher." 

This means, as the increase in cli- 
ent demand for pre-testing of tv copy 
grows, that the researchers themselves 
will have to be more experienced and 
higher-priced. Agencies will be com- 
pelled to add technical equipment to 
their facilities. And these add up to 
a still bigger tv investment for adver- 
tisers, but one which must be made, 
admen agree. 

"After all," commented one, "it 
sounds exhorbitant to spend — sav — 
$3,000 testing a commercial idea. But 
if that idea keys a $400,000 campaign, 
the money is cheap insurance!" ^ 



MARKET MYSTERY 

(Continued from page 35) 

"The most sensible way to solve the 
problem is through additional spec- 
trum space to be obtained from such 
non-commercial broadcast groups as 
the government. But we'd better be 
careful about dropping in extra sta- 
tions; radio interference is bad 
enough, but in tv, interference be- 
comes intolerable." 

As for the advertising industry, 
such interference could be very seri- 
ous. If tv circulation were reduced 
by it, AMST points out, agencies 
would no longer find tv quite as at- 
tractive a medium. "And it can hap- 
pen," Lindow said. "Quite recently 
in attempting to add a third station 
to a two-station market it resulted in 
adversely affecting 19 other stations." 

A box score of the number of tv 
stations in U. S. markets would go 
something like this: there are 14 mar- 
kets with four or more channels; 59 
markets that offer a choice of three 
channels; 67 two-channel markets, 
and 124 markets with only one tv 
channel. The two-channel markets, 
many of considerable size, are chief 
bones of contention. 

So the long-time struggle goes on 
— round after round, year after year. 
Whether 1960 will be the year of 
solution is questionable. But one 
safe bet: the eyes of the industry will 
be on FCC starting 19 April. ^ 




WTAD 



IS THE MOST! 

• MOST COVERAGE!* 

• MOST PROGRAMMING! CBS (Of course) 

• LOWEST COST PER: THOUSAND OF 
ANY OTHER MEDIA IN THE MARKET! 



FORWARD. 



•NCS #2— Pulse Oct. '5? 

WTAD 

QUINCY, ILLINOIS S~. 

See Branham Co. National Representatives 



A 



While serving a single 
station market, WTHI-TV 
fulfills its public service re- 
sponsibilities in a way that 
has gained for it the appre- 
ciation and support of its 
entire viewing area ... a cir- 
cumstance that must be re- 
flected in audience response 
to advertising carried. 

Five full y 2 hours of local 
public service program- 
ming each week. 



WTHI-TV 

CHANNEL 10^CB$/ AtiC 

TERRE HAUTE 

INDIANA 
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YOU 
KCAN'T 
KCOVER 

TEXAS 

without 

KCEN-TV 




WATTS UP, DOC? 

We're the only maximum 
power 100,000 watter in 
in the Waco -Temple 
market! (And our antenna 
is 833 feet up !) 

m i 

CHANNEL 



BLAIR TELEVISION ASSOCIATES 

National Rtprt$cntativf 





at CBS, 
shows. 



remained there 
He was also 



Tv and radio 
NEWSMAKER 



William H. Schwarz joins Peters, G 
fin, Woodward as manager of progr 
services. His work will entail counsel 
PGWs stations in all areas of program 
tivity. Schwarz' previous posts in p 
graming were as program director w 
both KDKA, Pittsburgh, and WCCO, 1 
neapolis, where he created Minnesota M 
stones. Schwarz started his career as a pa 
14 years, producing and directing many t 
exec producer with KYW, Philadelph 



Harold L. Neal, Jr., takes over as general 
manager of WABC, New York. He comes 
from WXYZ, Detroit, where since 1943 he 
held a variety of posts including staff an- 
nouncer, promotion manager, asst. sales 
manager and director of sales. In 1956 he 
was named general manager of that station. 
Neal is currently a member of the board 
of directors of the Michigan Association 

of Broadcasters. In his new capacity at WABC he succeeds E 
Hoberman, who is joining KABC, Hollywood, as general mana r 

Charles Keyes has been appointed g 
eral manager of KVII-TV, Amarillo. 
has been in the broadcasting industry 
nine years, having started his career v 
KCBD-TV in Lubbock, Texas. Two ye 
later, he joined KWTV, Oklahoma Cit 
and in 1957 he became commercial mai> 
ger of KOCO-TV, in the same city. Ke\i 
was made general manager of that static 
in 1958, remaining in that capacity until March of this year, wld 
he moved to the Trigg Vaughn station. KVII-TV is an ABC outle 




Leonard E. Hammer has been named di- 
rector of the newly created National Sales 
Div. of United Artists Associated. This de- 
partment will follow up and assist stations 
in obtaining full sponsorship for its present 
and future features. Hammer joined LA A 
in 1957 as station sales coordinator. Be- 
fore that, he was account executive for 
WABC-TV, New York and acct. exec on 
syndicated properties at MCA-TV. Hammer 
in 1949, heading its tv activities in N. Y. 



o 

was with Adam Yowl 
He hails from Was! 
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IN INLAND CALIFORNIA (and western Nevada 




JNE® RADIO 





feline station radio broadcast markets are fertile 
th sales potential. For example, in Bakersfield — 
hie city of KERN — retail sales are even greater 
|in in Erie, Pa. (with almost 3 times more popula- 
ijn) and San Bernadino, Calif, (almost twice as 

!:.').* 

Kern County, with Bakersfield its county seat, pro- 
:es a quarter of all the State's oil . . . is the third 
gest agricultural county in U. S. . . . is important 
mining, food-processing, metal fabrication and as 
listribution center. 

The most effective way to beam your radio mes- 
;e into the thriving Bakersfield market is on KERN, 

Beeline station in Bakersfield. 
As a group, Beeline stations give you more radio 
mes than any combination of competitive stations 
I at by far the lowest cost per thousand, 
ielsen & SR&D) 

les Management's 1959 Survey of Buying Power 




Kern County Administrative and Courts Building 



jULcCAa&cJUjij 



KBEE ° MODESTO I 

KMJ O FRESNO^ 

KERN * BAKERSFIELD 




SACRAMENTO, CALIFORNIA 

PAUL H. RAYMER CO., 
NATIONAL REPRESENTATIVE 
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frank talk to buyers of 
air media facilities 



The seller's viewpoint 



hnt it time for you to take "a good long look" at your research on individual 
markets? Yes, says, W . Thomas Hamilton, general manager, WNDU-TV, 
South Bend, Indiana. Most agency timebuyers, Hamilton believes, are still 
using outdated market information in planning campaigns. Unless a buyer 
is equipped with the latest statistics, he is ignoring a vital responsibility to 
his clients— to provide them with effective, accurate information. Perhaps 
you have an opinion that wants airing; send it to "The Seller's Viewpoint." 



LET'S TAKE ANOTHER LOOK AT THE RECORD 




1 he year-end roundup and things-to-come editorial com- 
ments by a variety of agency personnel offered a recurring 
theme, as we moved into the 1960 season, that there would 
be "more market research," "a closer look at individual 
markets" and the inevitable "maximum exposure in mar- 
kets for minimum costs." 

If there ever was a time for agencies to take a good long 
look at their market-by-market expenditures for their cli- 
ents and match them up with the coverage and cost of their 
coverage, I would like to suggest an old bromide that used 
to stare at me from the back of my boss's desk every time 
he called me on the carpet."DO IT NOW." 

Timebuyers for the agencies have a heavy responsibility 
to their clients to select the markets that will give the best 
coverage and cost-per-1,000 buys. But many agency time- 
buyers, for one reason or another, are not equipped with 
the latest information on market coverage situations. 

In a business with the quicksilver quality of tv, time- 
buyers cannot justify market buys based on obsolete mar- 
ket figures. Moreover, unless their research is reasonably 
current, they cannot possibly recommend market buys 
which would provide an accurate consumer-product rela- 
tionship for their clients. 

For example, in South Bend we have a three-station 
market, a uhf island with all network services. Three 
years ago a rating survey deprived the three stations in 
this market of 70,000 tv sets because of vhf coverage 
from Chicago, 111., and Kalamazoo, Mich., both of which 
stations give only Grade B signal strength in most of the 
South Bend-Elkhart market but do not provide one iota of 
local coverage for the communities in this market. 

Three years later — despite the continuing growth of the 
market, an amazing increase in all-channel set sales, con- 
centrated local programing for the local communities in 
the market, increasing public service, elaboration and re- 



finement of equipment, techniques and services — timebu 
ers are still determining the potential of this market wit 
out taking a single one of the above factors into consider; 
tion. They continue to buy Chicago and Kalamazoo b 
cause that's what the survey told them three years ago. 

If the agencies are too busy to research markets then 
selves, I would think they would at least update the info 
mation on which they base their market buys. 

If they want facts, I would like to supply some. The 
are not my figures nor my statements, but 1 think they w: 
bring out the fact that what might have been three yea 
ago "ain't necessarily so" today. 

The McCaffery Co., Westinghouse distributor in Soul 
Bend: "Our tv set sales are running 95% all-channel 
5% vhf. Eighteen months ago, LaPorte County wi 
practically all vhf set sales. Now the situation is cor 
pletely reversed and vhf has become almost a nonentity 
Radio Equipment Co., the Philco distributor in tl 
Indiana-Michigan area: "In LaPorte county, which wj 
nearly all vhf 18 months ago, we sell practically no vl 
sets. That area is almost completely uhf." 

The important aspect in these comments is that in I 
Porte County the agencies, based on a Nielsen report i 
over three years ago, do not credit the three uhf statiot 
with a single tv set; yet the three South Bend stations al 
the only ones who program specifically for these area 
Obviously, if the all-channel set sales have increased th 
much, people are watching the three South Bend statio: 
that program for them and give them the local recognition 
they cannot possibly get from the Chicago and Kalamazuj 
stations who are actually credited with coverage. 

These are the reasons I feel that timebuyers and agend 
research people should follow the editorial theme of the 
year-end statements and take another look at the marki 
by-market picture as it is right now. 
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WSB RADIO 
FIRST IN AUDIENCE 
92% OF THE TIME 

—with 17 stations operating 
in the Atlanta area! 




'White Columns" on Peachtree, the home of WSB Radio 



Radio 

The Voice of the South /Atlanta 

Rtprtstntid &y 



Latest Nielsen on Atlanta reveals a handsome 
bonus being shared by WSB Radio advertisers. This 
station's audience was up 18% in the morning, up 10% in 
the afternoon. Nighttime dominance over the 
field was more marked than ever! 

Of total quarter-hour periods measured WSB Radio was 

first in audience 464 times. Station No. 2 led 

28 times and Station No. 3 was first 6 times. 

In March WSB Radio enters it 39th year of service 

to the South. And for each consecutive year 

this station has been the overwhelming favorite of 

Southern listeners. Certainly your advertising 

in Atlanta belongs on WSB Radio. 



lliated with The Atlanta Journal and Constitution. NBC affiliate. Represented by Petry. Associated with WS0C/WS0C-TV, Charlotte- WHIO 'WHIO-TV, Dayton. 
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A cause for the whole industry 

No other branch of American society is more often called 
upon to support worthy causes than is the radio/tv business. 
No other industry responds more generously with time, 
money, and hard work. Sometimes it seems as if the demands 
on broadcasters were never-ending and even a little bit unfair. 

But the announcement last week by Leonard Goldenson, 
Frank Stanton, Robert Sarnoff, and Don McGannon of a spe- 
cial and unprecedented drive by the industry in behalf of 
Radio Free Europe, is an entirely different kind of appeal. 

Radio Free Europe is not merely a great crusade for truth 
and freedom, which in 10 years has constantly and courage- 
ously challenged Soviet power, and given hope and comfort 
to the subjugated peoples of the satellite countries. 

Radio Free Europe is a constant symbol and reminder of 
the power of broadcasting as a force for good in the world. 
It is broadcasting in the firing line, broadcasting throwing 
all its might into the realities of the Cold War, broadcasting 
as our first bulwark of defense. 

Because of this, the industry's plan for a special $10 mil- 
lion drive in behalf of Radio Free Europe deserves energetic 
support by every radio/tv man. The drive for RFE funds 
will extend from 24 April to May 8. It will employ every one 
of the air media techniques which has revolutionized mod- 
ern marketing. And its success in soliciting contributions 
from millions of Americans will do much to silence the 
cynics and scoffers who doubt our industry's importance. 

Clarify the free plug rules 

We say this respectfully. But as we go to press, the FCC 
has not yet acted to clear up the confusion and dismay pro- 
duced by their rulings on phonograph record announcements, 
and we think they should act and act quickly. 

Broadcasters, and we have talked to many of them, have 
legitimate complaints. The FCC interpretation imposes ab- 
surd burdens on stations who genuinely want to obey the law. 



THIS WE FIGHT FOR: Constant efforts by 
all advertisers and agencies who are using air 
media to see that their commercials are not only 
honest and truthful, but are also in good taste. 
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lO-SECOND SPOT! 

Direct action: The following lei 
was received at WSB-TV, Atlan( 
from a rabid fan in the "Popi 
Club." 

"One afternoon I got a little m| 
at Bluto for beating up Popeye. 
got my brother's air rifle and sh 
Bluto. The tv repairman said n 
aim was very good because I sb 
the screen right in the middle, 
shattered into a million pieces. 3j 
sister ran and told my mother ai 
she sat down and cried. I am vs 
sorry I was so naughty and I 
trying very hard to be good." 

Kookie? In Billings, Mont., ther] 
a station with call letters K0(| 
Music to comb your hair by. 

Suggestion: TV Guide reports th] 
a tv owner in Reading, England, saj 
her retriever dog got sick whl 
watching a televised medical pr< 
gram about a dog with rabies 
know how he feels; we watch Bu 
ferin commercials. 

Tv's Codiva: The Jack Paar Ski 
got another scissors-on-tape tra 
ment from NBC TV the other nij 
while Paar was in England and 
lene Francis held down the N, 
front. Guest Julie Wilson tucked 
dress between her legs, did a haij 
stand, and the dress slipped. Wm 
Jack's away, the guests still play. 

Heading: From an ABC Radio 
lease— THIS IS ZSA ISA, NEW 
A-WEEK SERIES SPOTLIGHTI^ 
THE NOTABLE GABOR, MAKE] 
ITS DEBUT MARCH 21. Exquisit 
Form Brassiere To Sponsor. Mad 
for each other. 

Payola: Following release was sa 
by "Hardwick," d.j. at KVI, Seatd 
— "Seattle dee jay 'Hardwick' ha 
openly admitted today acceptance o 
payola from his wife, Ruth. It hap 
pened on Mar. 21st at Virgini* 
Mason Hospital. Explains Mrs. Hard 
wick, 'As payment for 3,466 men 
tions on the air that I was pregnan 
I have just presented him with ^ 
7 lb. 4 oz. new girl. . . ." Try thai 
on for size, Mr. Congressman. 

Heading: From /V. Y. Herald-Trtb 
une—m VIOLENCE BEFORE S 
P.M. ON BRITISH TV. Hold thai 
punch; it's only 8:40. 
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ROER YOUR OWN 
PERSONAL COPY OF 

SPONSOR 

;ent to your 

I0ME 




r - 



15:. 



F you're getting your copy by way of the rout- 
ag slip you 're probably getting it late. If you 
an't find time at the office to read SPONSOR 
Toperly then do what many of our other read- 
ers do, order your own personal copy mailed 
,o your home. 

)on't wait for a pass along copy . . . pages 
lipped out . . . dog-eared . . . weeks late. Keep 
■osted, and really on top of the significant news, 
rends, and problems of the week, by regularly 
fading the one book tailor-made for radio/tv 
•uying. 

Ivecp up-to-the-minute on tv/radio develop- 
ments by entering your own subscription, and 
laving SPONSOR sent to your home where 
rou can read it at your leisure. 

fl AIL THIS HANDY CARD TODAY k. 

jtVll take it from there, and bill you later. v 




S 5 > 

< . z . 

u o 

z o 

IZ ft z 



z 



Ul 

Z 



o 
</> 
z 
o 
n 



O 
to 
Z 

o 



Eh 



55 
OS 



C 

a 



CL 
> 

E 





<1 



>■ £ 

—I J 

a. c 

UJ ^ 



CQ 



>- 
CQ 



< 

a. 



ca 



< 

(/) 
O 
a. 

m 



K 
0 
(0 
Z 

0 

Q. 

10 



i s 

a >- 

On £ 

-4. 

an ~ 

w ^ 
u 

© e 
rr >- 

it 
5S 



E •* 



□ 



□ 



c -t- 



Cl 

E 



P U 



o 
M 



< 



o 
□ 



< 



□ 



GOT A RADIO/TV 
QUERY? 




^MAIL THIS CARD! 



Our Readers' Service Department is ready and 
eager to assist you. This is one of the many 
services available to you with your subscrip- 
tion to SPONSOR. 

This department is maintained to help furnish] 
subscribers with detailed and useful informa- 
tion on every phase of radio/tv advertising 
culled from the pages of SPONSOR and other 
sources. This department maintains a complete 
index of all the articles published by SPONSOR 
together with an updated research file of indns- 
trv statistics. 



REPRINTS? BACK COPIES? "-'-I 

Service will do its best to assist you with your 
needs at economical cost. 



Next time yon have a question, give ns a call, 
or jot down your request on the attached card. 
A Headers' Service representative will be glad I 
to help you. 





the response market 




THE BETTMANN ARCHIVE 



7,015,583,000 



MULTI-CITY TV MARKET 




effective buying income 

The WGAL-TV market is a great market of 
plenty. Multi-city, prosperous, stable, this is a 
response market for your product or service. 
WGAL-TV reaches the people who go out to buy, 
for its audience is greater than the combined 
audience of all other stations in its coverage area. 

(See ARB or Nielsen surveys.) 




WGAL-TV 

Ckcuutd, £ 

Lancaster, Pa. 
NBC and CBS 
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STEINM AN STATION 
Clair McCollough, Pres. 



Representative: The MEEKER Company, Inc. New York 



Chicago 



Los Angeles 



San Francisco 



the first 10 } ears 




W 



scene. 



hen WDOK began broadcasting in April, 
1950, it resolved then to become an impor- 
tant factor in the Cleveland broadcasting 



It had excellent equipment and played the 
world's greatest music. But, WDOK had an addi- 
tional asset — the most devoted broadcasting pio- 
neers whose aims were to make WDOK a vital 
part of the community, not only by providing fine 
and wholesome entertainment, public service fea- 
tures and accurate news but — over-all, to present 
better musical programs. 



WDOK has proved this point throughout th 
ten years as shown by audience loyalty, praise 
newspapers, public service awards, and inter 
shown by institutions and private enterprise. 

To prevent any loss of air time, WDOK receO 
installed its second AM transmitter — the 
modern high-fidelity transmitter available, both 
dependability and performance. 

Yes, a broadcasting station has to have sot 
thing "special" to excel in Northeastern Ohio, 
think that we have demonstrated that we have w 
"Better Music for Northern Ohio" — 1260 
your radio dial in Cleveland with 5,000 fulltii 
watts. 



WDOK 



FREDERICK WOLF, GENERAL MANAGER 

THE CIVIC BROADCASTERS, INC. 

1515 EUCLID AVENUE, CLEVELAND, OHIO 



Represented nationally by Broadcast Times Sales, h 



